





























MODERN DESIGN 


| HE Scheuer organization was first to recognize the unusual 
properties which plastic offered the creative designers of display 


fixtures. And thus with its wealth of experience in this field Scheuer 
quickly fashioned functional display untis that proved the superiority 
and excellence of Lucite and Plexiglas in this field. The application 
of modern design made possible the original array ot Scheuer visual 
merchandising units which are in such demand today. We hope to 
continuously offer the display held new and better units to meet 


every display requirement. 


BENCH 


WS-235—181"" high up to seat, with 
12" x 25" wide top. Made of 
all heavy Lucite. 


SCHEUER 


—————_ 307 WEST 38> ST.. AT EIGHTH AVE., NEW YORK CITY 18 
ORIGINATORS AND MANUFACTURERS OF MODERN PLASTIC DISPLAY PICTURES 
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Here Is How Good Stores Use COMULAS 


(COMMERCIAL MURALS) 



































Illustrated are a few examples of how 
America’s leading stores from coast to coast 
use Comuras in their windows and in the 
departments. The flexibility of Comura 
designs permit versatility in their 
treatment and adaptation to space 
available, effect desired, and pro- 
motion featured. Our files con- 
tain hundreds of photographs 
. examples of how users 


have adapted Comuras to 


their particular need. 


CcComuras 


(COMMERCIAL MURALS) 


The T. Eaton Co., Ltd. 
Winnipeg, Canada 
W. J. Keeler, Display Dir. 


The T. Eaton Co., Ltd. 
Winnipeg, Canada 
W. J. Keeler, Display Dir. 








Meis Brothers, Danville, Ill. 
Burdine’s Homer Holtsclaw, Display Director Stumpf’s 
Miami, Fla. Inc. 
Harry Milwaukee, 


Eastham, Wisc. 
Display O. Steiner, 
Director Display 


Director 





Walker Co. 
Oak Park, IL. 


J. Sorenson, 


C. E. Chappel Co. 
Syracuse, New York 
C. Houston, 
Display Director 





Jones Store, Kansas City, Mo. 
K. Pinney, Display Director 





Kleinhans Co., Buffalo, N. Y Burdine’s, Miami, Fla. Elder & Johnston Co., Dayton, Ohio 
Clem Kieffer, Display Director Harry Eastham, Display Director Everett Quintrell, Display Director 





stab. OMING 





Joske Bros... San Antonio, Texas Sibley Lindsey & Curr, Rochester, N. J. jJ. N. Adam Co., Buffalo, N. Y 
Edward 1. Hurwitz, Display Director Lloyd Redfern, Display Director K. Francis Hildreth, Display Director 


W. L. STENSGAARD AND ASSOCIATES INC. © 346 N. JUSTINE ST. © CHICAGO 7, ILL. 





Display’s Great Monthly Digest 


DISPLAY WORLD 
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MERCHANTS RECORD AND SHOW WINDOW 
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Pass This Issue Along 


You get the most value from DISPLAY 
WORLD when you share it with others. See 
that it reaches other executives of your organi- 
zation and the members of your department. 


O 
0 
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THE COVER 


Hermes’ has a reputation in Paris for a 
smart, select clientele and its pre-war atmosphere 
in the windows and _ interior 


according to Jean Loewy, DISPLAY WORLD'S 


Mile. Baumel is both 


is* still retained 


correspondent in France. 
proprietor and display director, and the setting 


seen on the front cover ts her work. 


Canadian and foreign orders payable in U. S. funds, 


For sale on news stands supplied by the American News Company 
1922, at postofmce at Cincinnati, Ohio. under act of March 3, 1879. 











OUR NEXT ISSUE 


In addition to the regular agenda, there will be 
three special features in the August I5 issue... . 
Lewis Belmore reports on display at Kresge's Depart- 
R. R. McGuire describes in 
detail a special promotion at Sibley, Lindsay & Curr, 
Rochester, and Albert Smith tells what was behind 
Filene's big “New England Revelation" 


ment Store, Newark; 


promotion. 
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what it takes, Right now they’re busy beh 


CREATIVE DISPLAY HELPS FOR TODAY AND TOMORROW + MARY BROSNAN STUDIO MANNEQUINS ¢  CYRILLE STEINER FIXTURES 





The spectacular beauty of these two rich and radiant 
TIMBERTONE finishes find broader expression with 
the addition of silver backgrounds for the soft, pastel 
tones of these delightful creations. Metaltone and 
Fabriktone have enjoyed wide popularity with dis- 
playmen for all season use. Now their availablity 
in Gold and Silver is well tuned for dramatic and 


effective use throughout the Christmas Season. 
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BERTONE STRUCTURAL PAPER FOR EVERY DISPLAY NEED. 
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et the RIGHT TWANG 
with the RUGHT HANGER! 


@ Dual Plastic Hangers are Happy WHitehing Posts for all 
Women’s and Children’s Clothes. 





@ Dual Plastic Hangers are **the right hunch in hangers” --- 
shoulders shaped for better hanging. 


@ Splendid, dressy adjunct for retail stores. Attractive. sala- 
ble. over-the-counter feature. 


CRYSTAL PLASTIC HANGER ms» 


Sturdily constructed — sensibly designed iT". 


@ CRYSTAL PLASTIC COMBINATION HANGER 


Nickel-plated clips on galvanized wire — 17”. 


— 


Oy 7 


——— enema rarer so Sionnannniame 
lot ‘4 
oe 
KIDDIE CLOTHES HANGER > 


Pink or Blue Plastic. | Dependable reinforced hook — 
guaranteed not to warp. Notched conveniently to hold 
overalls, slips and 2-piece play suits for small 


fry. Ideal for hanging bathing suits, 12”. 


Dual Hangers are Priced at a New Low! 


See your jobber or write us for the address of your nearest distributor. Deliveries in 


one to three weeks. 


DUAL HANGERS, INC. 


Look for our name on the Hanger 


225 West 34th Street New York 1. N. 
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The Gastest Growing 


DISPLAY HOUSE 


In the Prosperous South 


Supply Your Display Needs From 


FLORIDA'S 


Most Complete Stock of 


DISPLAY MATERIALS | 


AND EQUIPMENT 


@® MANNEQUINS @ FLOWERS 
@ FIXTURES @ SET PIECES 
@ VELOURS @ FLOORINGS 


We handle everything for display. 
Prompt shipment right from stock. 
Consult us on your display problems. 


WAYNE SERVICES 


340 WEST FLAGLER ST. MIAMI 36, FLA. 

















Can be arranged in endless combina- =) 
tions of decorative designs, props, a 4] 
window borders, mannequin frames, Kal 
fixtures, etc. Built-in wooden cross ee 
27 BL 27 BR 48 BL 48 BR bars permit fastening on any surface. 10 pel 
$5.75 ea. $5.75 ea. $7.75 ea. $7.75 ea. Can be used over and over again. a es 
Come in two sizes —27" and 48" in ES 


| JOBBERS WANTED 


DISPLAY n. 


PRODUCTS co 















WHEN IN CHICAGO 
VISIT our SHOWROOM 


IT PAYS! 
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PAPIER MACHE 


IN DEEP RELIEF 














right and lefts. Finished in chalk white. 






Oz 
BAROQUE 








1101 POWER AVENUE 








ARE AGAIN AVAILABLE IN 
QUANTITY ORDERS 


Full tubes come in the following standard lengths only. For orders 
less than $5.00 there is an additional Handling Charge. 
Diameters |" 2" 3" 4" 6" Ss 6 6tO”lhCUI2” «C14 BR O22" 
Lengths 
3 ft...$.20 $ .30 $ .45 $ .60 $ .75 $1.05 $1.40 $1.80 $2.15 $2.35 $4.50 
414 ft... 30 45 .70 .90 1.15 1.60 2.10 2.70 3.20 3.50 6.75 
6 ft... 35 .60 .90 1.20 1.50 2.10 2.75 3.60 4.25 4.65 9.00 
9 «6ft... 55 90 1.35 1.80 2.25 3.15 4.15 5.40 6.40 7.00 13.50 
12. ft... .70 1.20 1.80 2.40 3.00 4.20 5.50 7.20 8.50 9.30 18.00 


Use Half Tubes For, Backgrounds 
And General Display 


Cut in half lengthwise tubes: 2" to 6", 35c—8" to 16%", 50c 


ALL PRICES F. O. B. CLEVELAND, OHIO 


See Your Nearest Dealer or Write Us Direct 


THE MUTUAL DISPLAY MFG. CO. 


CLEVELAND 14, OHIO 
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Why take OUR word about ILLUMINO? 


We might be prejudiced about this new type of window 
display lighting; so we’re letting some of the finest 
stores in the country speak for us. 
Use ILLUMINO in color and 
motion for special effects, or in clear 
white for superior all-occasion *., 
lighting. Visit our showrooms rag 





during market week. Y 
ILLUMINO CORP. . Lippy } 


1595 Broadway, N. Y. C. iy 


My 4a Ye 





ILLUMINO CORP., 1595 Broadway, New York City 19 


Please send me free literature giving full details of the Illumino 
system of window lighting. 


Name 





Title 





Store 





City 
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these measurements 





are important to you 













Bulkton Seamless comes in 7’ and 9’ widths because we found that 
these are the most practical and most economical dimensions for an 





all-purpose display medium. We came to this conclusion after consider- 
able research and experimentation and if you analyze your own space 
problems you will probably agree with us. 

Nor was there any guesswork involved in the selection of Bulkton 







Seamless colors. Leading color stylists were consulted on this all- 
important subject with the result that in the Bulkton Seamless color 
chart you will find not only today’s but the coming season’s most 







fashionable shades. 

When you plan your next display bear in mind Bulkton Seamless 
—its 7’ and 9’ widths are economical, its colors are blended by experts, 
and the strong, easy-to-work-with material responds most favorably to 
any art treatment. And don’t forget that the flexibility and low price 
of Bulkton Seamless permits you to make rapid and frequent changes 
in your displays. inexpensively. 










bulkton seamless 


colors 









Chartreuse Harvest Mexicocoa Xmas Red 





Desert Rose 
Atmosphere Blue Pacific Green Gunpowder Black Bone Pursuit Grey 
Persian Lime Terra Cotta Honor Gold Xmas Eve Blue Andes Emerald 
Alaska Blue Forsythia Yellow Garnet Xinas Green : Ming Blue 










Write for Color Chart 






BULKLEY, DUNTON & CO. 


INCORPORATED 
295 MADISON AVENUE, NEW YORK 17. N.Y 
CHICAGO 16, 2035 S Wabash Ave. * LOS ANGELES 13, 124 W. 4th St. 
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Ax over America, retailers are continuing to devote 
their time and special talents to the important job of 
promoting, selling and buying U.S. Savings Bonds. 
They know that every minute of radio time and every 
line of advertising space devoted to bonds is a safeguard 
for stability. They know, too, that every window or 
store display is an attention-attracting stimulus toward 
greater “take home savings” in bonds—money that is 
kept within the community to help assure its future pros- 
perity and purchasing power. 


In small-village stores and in big-city department 
stores, there’s still a big selling job to be done on U.S. 
Savings Bonds—and retailers are doing it now with the 
same vigor and skillful support that set billion-dollar 





OLSPLAY Word 








records in War Bond Sales and helped to make Victory 
a reality. See your selling job through on U. S. Savings 
Bonds . . . maintain your share 
in America’s future! 


The Treasury Department has 
published two new booklets to 
help you and your employees 





realize full benefit from your 

Payroll Savings Plan. “Peacetime Payroll Savings Plan” 
is directed to key executives and contains helpful sugges- 
tions on how to organize and promote the sale of U. S. 
Savings Bonds. “This Time It’s For You,” for distribu- 
tion to your employees, shows how the Plan works, how 
to select desired goals, and how much to set aside to 
achieve them. 


The Treasury Department acknowledges with appreciation the publication of this message by 


DISPLAY WORLD 


This is an official U. S. Treasury advertisement prepared under the auspices of the Treasury Department and Advertising Council 
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EAST 36TH STRE 


241 


NEW YORK CITY 


ior, or 


blue flocked Christmas 
Made 


Lovely for your inter 


your windows. 


or color. 


in any size 
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Complete HANGER Headquarters 


and accessories for better selling by display 





The Newest and. Best in 
PLASTIC HANGERS 


It’s the Pick of the Pack 


We now offer the last word in sturdy plastic hangers. Will 


not warp. Crystal clear, with top and 729 50 
ae 


bottom notches. Metal hook turns freely, 
ES oo ON area ode Goa ee Ow ee aad weaken ewes 





MODERN PLASTIC 


HANGERS 
\ $27.50 


PER HUNDRED 


Crystal 
Clear 





and in many attractive clear colors. 


BABY PLASTIC HANGERS 








Our latest product with all newest 
features including notches for Sun 
Suits and Bathing Suits. 12” long in 
Baby Blue, Baby Pink, and Irovy 


Plastic. 
716. 50 per Hundred 
— — 


12 x 16 Inches 
Protect your ex- (r= 
pensive lingerie. ‘i 
gowns and 
sweaters with | 
this wonderful || | 
cellophane enve- | 
lope. Made of | 
No. 800 (heavy) | 
Cellophane. 


7c EACH = 











SOMETHING NEW HAS BEEN ADDED! 
Now for Immediate Delivery 


GENUINE PLASTIC GARMENT COVERS 


, Practically Indestructible Pi Peet 
For Ladies’ Garments tin oN 


Dress Size—8 in x 21 in. 














\ 
Order Now While Supply Lasts \ 
>18.50 ) 
Per Hundred ~ Heavy No. 2 Plastic Cover _ 
+ J = 
For Men’s Clothing 
Large size—9 in. x 22 in. 
) 22.50 
“Heavy No. 2 Plastic Cover a 
May also be had in Cellophane 
No. 899 Cellophane—D ize 8” x 21” 
: . on cae pt valiant ee ER ree pals onl eater aoe 711.50 Per Hundred 
No. 800 Celloph —L ize 9” x 22” 
ee Mil MMMM cos « «c<kca dvsnaadseicesetes 714.50 Per Hundred 





SIZE DIVISION MADE EASY—AT LOW COST 





For Stock Room Use 
The white pressed 
cardboard divider has 
been proven successful 
for many years. 
An excellent divider 
for stockrooms. 
Very inexpensive. 


10c Each 


All sizes from 12 to 59 


Actual Size 
12” high — 4” wide 








Round lumarith (non- 
inflammable _ celluloid) 
size divider. Cannot 
fall off the rack. Beau- 
tifulin appearance. All 
sizes carried in stock 
from 1 to 54, also half 
sizes. Actual size of 
divider 234” 
Fits any rack. 


10c Each 


diameter. 





NATIONAL HANGER CO., INC., 253 w. 26th st., New York City 1 


Representative: MR. MORTY FAY, 622 N. E. 80th St., Miami, Florida. 


Phone aches 25994. 
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Display by Everett Davis, Somner & Kaufman, San Francisco 


A FETCHING CHRISTMAS WINDOW USING 
WHITE FLOCKED MANZANITA TREES 


Flocked Manzanita Trees in any standard color 


18 inches $15.00 dozen (minimum order) 
2 ft. 30.00 dozen 
3 ft. 5.00 each 
4 ft 10.00 each 
5 ft. 15.00 each 
6 ft. 20.00 each 


| More Displays 


MEDFORD, ORE. 
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WASHINGTON #© WORCESTER 


« SAN ANTONIO e SEATTLE e ST LOUIS e 


- OMCUCCTEOD 


conoru 


nur 


MAN NEE QO WINS 


176 EAST 127 STREET, NEW YORK 35, N. Y. 


cms Ps stributors from (oast to (0aSt + ATANtTaA « BALTIMORE © BUFFALO © CINCINNATI © CLEVELAND © COLUMBUS * CHICAGO 
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THE SENSATIONAL NEW FABRIC 









PATENT PENDING 


THE BEAUTY OF CRYSTAL TRANSFORMED INTO CLOTH 


ANOTHER 


DAZIAN’S 


EXCLUSIVE 








AND A REVELATION TO THE 
NEW YORK MARKET WEEK 


AS INTRODUCED BY 


BONWIT TELLER 


FIFTH AVENUE « NEW YORK 


FOR THE LATEST IN DISPLAY DEVELOPMENTS 
WRITE OUR OFFICE NEAREST YOU. 





[lalate tetaetehehetetetehetetehehebatetatatatatatataketatatetehetatetebetetatettetettheh tkek tk tee 
‘ 


DAZIAN'S INC.: 


DAZIAN’S unc. aucauauena 





[_] Please send FREE booklet of your newest accessories 


ESTABLISHED 1842 :  "Dazian’s on Display.” 
THE WORLD'S OLDEST DISPLAY FABRIC ORGANIZATION : 1 Please send samples of Display Fabrics. 
NAME 
NEW YORK............ 142 WEST 44th STREET sie 
BOSTON.................. 260 TREMONT STREET :  appress 
CHICAGO............ 222 N. MICHIGAN AVE. city STATE 








LOS ANGELES.......... 731 SO. HOPE STREET ; VY POSITION 3 ; 
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12,500 


COPIES 


This issue of DISPLAY WORLD 
attains a new circulation high of 12,500 
copies, a gain of 2,500 since the first 
of the year. Subscriptions are being 
accepted for immediate entry, for the 
present at least, although the paper 
shortage may make a resumption of a 


subscription waiting list necessary soon. 
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WE DESIGN, CREATE, and BUILD 


. Full round mache, school 


unit 6' high. . .. $95.00 


. Paper sculpture school boy 
18" high 1 


. Apple for teacher, paper 
sculpture ee ae ek 


. School houses and ruler free 
standing paper sculpture 5' 
long, 2’ high $17.75 





See us for special promotions 





15 E. 22ND ST. 
N. Y. 10, N. Y. 
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Guth Rew 


LOOK FOR 
THIS EMBLEM 


It identifies those 
distributors and job- 
bers who carry the 
GUSTAVE RUBNER 
quality line of display 
fabrics and papers. 





display creations 


SOUR “e0-tn” 
FOR SIMARTER DISPLAYS 


Ask your favorite supplier to show you 
the new GUSTAVE RUBNER Fall and 
Christmas sample book--just off the press. It features 
new, beautiful creations as well as old favorites in greatly im- 
proved form...such as a flexible PLUSHEEN and SNOW CLOTH 
and a beautiful METAL CLOTH in an array of new, eye-catching colors. 
If your scource of supply doesn’t carry the GUSTAVE RUBNER line... 


anyone of our distributors (to whom we sell exclusively) 


will be glad to introduce you to this | a , 
i a 
outstanding, quality . ~ 
group. 


Qybn - 








just’ 








HERE ARE JUST A FEW OF - OUTSTANDING DISTRIBUTORS 
BaTIONAL ASSOCIATION ARROW DECORATING & FIXTURE CoO. E s ART R. COHEN 
OF bisrcay inpastaics Phila., Pa. — Baltimore, Md. a Pittsburgh, Pa. 
) | SYLVAN COHEN DISPLAYS display creations DAZIAN’S, INC. 
San Francisco, Calif. New York, N. Y. — Boston, Mass. 
JAMES A. COLE Co. Chicago, Ill. — Los Angeles, Calif. 
New York, N. Y. GARRISON-WAGNER CO. 
MAHARAM FABRIC CORP. St. Louis, Mo. 
pte i New York, N. : Chicago, Ill. NEW ENGLAND DECORATORS’ SUPPLY CO. 


seneseraneen Los Angeles, Calif. Boston, Mass. 


MARCUS WINDOW DISPLAY SERVICE, INC., Boston, Mass. 
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SWIVEL SHOE STANDS = | 
with adjustable tops isl 2 TT-18 TWO TIER DISPLAYER .......$39.50 
ss 9 9" hich i § Overall height 15” 
OO, 1, lalalaliii dail ral shelves 10’. Bottor 
‘ SS 12—12” high.... elena : shelf. 18” x 34 
Ss 1815” high... .. | 


y glass c toa 
Four to a carton—no cartons broken, please qi gla ut to < 


ty, EE TE eS woe 


Space between 
ym legs, 4’’ high. Upper 
Shelves 14" crystal clear 
modern abstract shape 
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ATR-15 with sturdy Plexiglas legs. Overall 
height, 15’. Top shelf,. 14’ diameter. 
Bottom shelf, 20’’ diameter. Space between 


TSD-1I6 THREE SHELF DISPLAYER. Your 
wares are shown and seen from many 
angles. Unusual exeellence in design. 16’ 



































glasses, 10’. Bottom legs 4” high. $20.50 \g unl high, 23’ wide with three 8" clear-crystal 
ern ‘ a I 5 cicvisevinnaceacece’ . } 
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Flameproof Snow-Flocking 


Hit of the New York 
Market Week Show 


This new flocking treatment 
on our pine trees, sprays and 
wreaths won exceptional inter- 
est and acclaim at our June 
exhibit. 


St ee I TS ee ew 


Write for Information 


@) 


+ art A 


THE ADLER-JONES company 


521 SOUTH WABASH AVENUE — CHICAGO 5, ILLINOIS 
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od J 
-*#nnouncing an entirely new 


streamlined TROUSER RACK 
& 


Engineered for better selling, this rack is the answer to the problem of the proper 
display of trousers. Equipped with 75 hangers capable of holding two pair of 
trousers each. Imagine, 150 pairs of trousers on one rack! 


The fastest working rack ever designed. Sturdily built, these racks can bear the 
weight of customer’s leaning on them without sagging or breaking under the 
stress. Easy to set up and handle, comes assembled in sections. The highly 
polished all chrome base makes it an asset to any sales floor. Length 4’; height 
48"; 1%" uprights. 


* There’s a new and wonderful skirt rack in the future! 
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NATIONAL MANNEQUIN CO. 


SUBSIDIARY OF NATIONAL ART STUDIOS 
3.04 S. MARKET ST... Sui AGSO 6, ILL. 


JULY, 1546 


ROLLS 


TTT Titre Te 
% a 


a2 


*6 
SOLID SATIN 
Colors: Yellow, Fall Russet, Red, Dark Blue, 


ete 


CORRUGATED PAPERS 


Dark Green 
WIDE PAPERS 


PASTEL SATIN 
Colors: Light Blue, Light Green, Orchid 


EDGINGS 


Lu 
oO. 
< 
~ 
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Rolls 28 inches wide, 20 feet long 





RAISED TILE 
WE MANUFACTURE 


DISPLAY WORLD 
FLUTED PAPERS 


--TU 








FLOORING PAPERS 
Write for a copy of our FALL and CHRISTMAS Catalogue NOW! 


ABACOT DISPLAYS, Inc., 18 East 16th St., New York 3, N.Y. 


LEATHERETTES 





OAK BARK e BIRCH BARK e STONEWALL @ BRICKWALL 


Many other DEEP EMBOSSED SCULP-TU-ROLLS are available 


ANTIQUE WALNUT 
Rolls 30 inches wide, 20 feet long 


$595 


LIMED OAK 
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TIMBER! 
Two finishes now available 
TINSELCREST CORRUGATED 


P. K. CUT-OUT VALANCES 


QUILTFOILS 
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in 
Durable 
Action 
Mannequins 


AT TOP—Number |1, a worthy addition to the 


Junior line. 


AT BOTTOM—Number 5, another interesting 


model in the Miss line. 


The Personality Mannequins That Have Given 
Fashion Displays Gayety, Interest and Action. 


IM 5, 


Write for Photos and a full information 


€ Bw 
Monufactured and Sold By— 
OO ay. a Gn en On I a Ge 
2010 S$. HALSTED ST. CHICAGO 8, ILL. 


Also Sold By— 


NAT SIEGEL, Inc. 
39 W. 37th ST. NEW YORK, N. Y. 
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A word of thanks to those who were so 
generous with prctise for the MAHARAM line 
shown at the recent N.A.D.I. MARKET WEEK 
in New York. Ii you didn’t attend, don’t fail 
to see the newest, cleverest and most original 
line of Display Fabrics and Accessories in 
MAHARAM history! A wide choice of attrac- 
tive display items are available, assuring every 
displayman the broadest possible scope for his 
work in creating dramatic, selling displays. 
Contact your local jobber or nearest MAHA- 
RAM branch. The MAHARAM organization 
is ready to give you every possible service. 

















“The House of Service” 






9-4-0 - 0 hom on ol - a -2°)- on oAD 






e NEW YORK — 130 WEST 46 ST. 
eCHICAGO—6 EAST LAKE ST. 
e LOS ANGELES —819 SANTEE ST. 
e ST. LOUIS—927 CENTURY BLDG. 


Jobbers in Leading Cities 
































Member 
GATIONAL ASSOCIATION 
OF GISPLAY imousTaRlEs 





ONE OF A SERIES OF MAHARAM’S SHOWROOM WINDOWS 
Featuring a NEW Line of Mannequins. 





PROGRESSIVE MERCHANDISE 
Call on your nearest Maharam Branch or Jobber for: PRESENTATION 


e FABRICS e LEATHERETTES e METAPHANE' e VELURTEX 
e ARTIFICIAL FLOWERS e DISPLAY PAPERS ¢ KWILT-BLOCKS 
e ROPINGS e LUCITE DISPLAYERS @ WOOD FIXTURES, ETC. 









iw.M. ZEPPEN-FIELVD SIUDIOS 


CREATORS AND DESIGNERS OF HOLLYWOOD MANNEQUINS 
923 North Cole Avenue | | Hollywood 38, California 


ee car oe, 
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* eo x : 


CHICAGO SHOWROOM CANADA SHOWROOM FRED BANTELMANN 
7 East Monroe Street, next to Palmer House 2027 Peel Street, Montreal, Canada 1317 So. 26th Street, Milwaukee, Wis. 
Werner Lewy, Representative Landry & Perry, Representatives Representative 
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MOTION cor curisTMASs! 


Each of these displays is animated by Gregory Motor No. 25. It is 
silent and inexpensive, costing about nine cents per month to operate. 
Due to scarcity of material we are somewhat limited in quantity, 
therefore please place your orders early. 


Beautifully printed in seven colors; size 33" x 48", 434" deep. Strongly con- 
structed in shadow-box frame. Animation: The deer gallop and Santa waves 
his arm. Cost for this display, $25.00 each, f.o.b. Brooklyn. 


Size 26" wide x 41"' high, printed in 
seven colors. Animation: Santa wags 
his head and waves his arm. Cost for 
this display, $20.00 each, f.o.b. Brooklyn. 


GREGORY MOTORS, inc. 


320 BRIDGE ST. BROOKLYN |, N. 


James Cunningham Advertisement 
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INCREASE SALES 
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INVEST 1/3 OF YOUR PROMOTIONAL DOLLAR IN DISPLAY 


The greatest service you can render your store 
in the forthcoming years, which are certain to 
be highly competitive, 1s to work toward this 
goal. See that DISPLAY is given’ proper 
consideration, not promoted with “lip service” 
alone, but with its share of the promotional 
dollar. You can prove that display will 
increase sales over and above other media 
You can make it the spearhead of all the store 


sales volume but builds prestige for your store. 
Attend the display clinics, use new techniques, 
but most of all, get your share of the store 
promotional dollar, at least 1/3... . Remember, 
you are not pioneering a new idea. Display is 
as old as selling itself. Display is the medium 
that will keep your store out front. This 
is the year to establish display in its proper 
relation to all other store activities. Display is 
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promotional effort. 


Display not only builds 


an investment that pays its way every time. 


Members of the National Association of Display Industries 


Abacot Displays, Inc 

Adier-Jones Company 

Advance Displays 

Advertisers Display & 
Exhibits, Inc. 

Aladdin Fabrics 

Allcock Mfg. Co. 

Allied Display Materials, Ince. 

American Fixt. & Mfg. Co. 

Ankerum Mfg. Co. 

Arrow Dec. & Fixt. Co. 

Austen Displays 

C. Barrango Co 

Bliss Display Corp. 

Eve Brueser Studios, Inc. 

Bulkley, Dunton & Co. 

The Carrata Co. 

L. J. Charrot Co., Inc. 

James A. Cole Co. 


Columbia Display Materials Co. 
Colonial Decorative Display Co. 


Combined Industries, In 
Cook & Meier 

Emil Corsillo, Inc 

Coy, Disbrow & Co 
Crystal Fixture Co. 
Crystalline Plastics Co 
L. A. Darling Co. 


NATIONAL ASSOCIATION 


Dazian’s, Inc. 
Decorative Novelty Co. 
Decorative Plant Co. 
Dingleman-Wolff Co. 
Display Corporation 
Display Effects 
Display Equipment Corp 
Display Mannequin, Inc 
Display Products Co. 
Doerr and Associates 
Durable Dispiays, Inc. 
Facil Fabrics Co. 
Gardner Displays Co. 
Garrison-Wagner Co. 
Earl W. Gasthoff Co. 
General Display Corp. 
General Display Studios 
Glass Light Rotary Display 
Mfg. Co. 
Grant & Silvers, Inc. 
The Greneker Corp. 
Victor Haida Displays, Inc. 
Hexco Products, Inc. 
B. A. Jacobs Co. 
Irving Kaley 
K. G. Kurtis Studio 
Lee Plastics 
London Displays 


A. Lutz 

Lynn Display 

Magnani Statuary Company 
Maharam Fabric Corp. 
Majestic Creations, Inc. 
Mayorga Mannequins 
Mechanical Man, Inc. 
Mileo Mannequins 
Modern Art Studios 
Modern Displays 
Moortgaat Studios 
More Displays 

Mutual Disp. Mfg. Co. 
Naegele-Horner, Inc. 
Natural Creations 


New England Deco. Supply Co. 


New Style Studio 

Old King Cole, Inc. 
Oltmanns 

R-Tex Co. 

Radiant Glass Fibers Co. 
Reflector-Hardware Corp. 
The Reyburn Mfg. Co., Inc. 
Rip Studio 

Royal Paper Corp. 
Gustave Rubner, Inc. 
Sales Paper & Supply Co. 
Schack’s, Inc. 


PROGRESSIVE 





Scheuer Creations, Inc. 

Sherman Paper Products Corp. 

Frederic Shipman 

Shoe Form Co., Inc. 

Nat Siegel Fixture Co. 

Silvestri Studios 

Silvestri Art Mfg. Co. 

Southern Display News, 
Associate 

Standard Fixture Co., Inc. 

Staples-Smith Co. 

Starkman Display Center 

W. L. Stensgaar4 & Associates 

Tabery Corp. 

Taffel Bros., Ine. 

Tally-Ho Display Studio 

Taylor Creations, Inc. 

Timbertone Decorative Co., Inc. 

Timely Service Co., Inc. 

Tri-Allied Creative Displays 

Jas. B. Williams, Inc. 

Frederic Weinberg 

Worsinger Window Service, 
Associate 

Zaria : 

W. M. Zeppen-Field Studios 

Display World, Associate 


of DISPLAY INDUSTRIES 


MERCHANDISE 
PRESENTATION 





FZ-49 PZ" 30 





FZ-30 . . . FOUR-STEP PLATEAU; 3” high. Steps 
are 2” wide, %” high, 7” long. Solid back .. . $5 ea. 


27-49 .. . HANGING HAND; Holds %” dio. glass 
ted, 9Y¥,” tall, projects 8.” from wall... $5 ea. 
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FZ-28 . . . ROSE DISPLAY HAND; full round, 15” FZ- 41 
high; Base, 61%” long, 312" wide. Two 8” shelves . .-. $7 ea. 
Shelves, 60¢ ea. 


FZ-20 . . . SIX-STEP PLATEAU; Each step 2” high, 
2” wide, 7%" long. 12” high. Solid back. $9 ea. 


FZ-41 . . . HAND; Hand and base are separate; Total 
height, 1414". Base 81.” by 5”... $6 ea. 


FZ-54 ... RIGHT AND LEFT HANGING HANDS; 
13” fingertip to end of ornament. Hooks for hanging .. . 
$5 eo. 


FZ-60 . . . SHELF DISPLAYER; kaif 
round. Height, 271%"; Width, 22”. Two 15” 
glass shelves; one 12” shelf. White, white 
trimmed with red or gold . . . $11.50 ea. 
Shelves extra. 
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LOGUE NOW IN PRODUCTION 





STORE EQUIPMENT AND FIXTURE COMPANY. 
MAIN OFFICES 223 ORANGE STREET, NEW HAVEN, CONN. 
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ears, our old friend 
Santa i again loading 
-_up his sleigh with Decor- 
_ gtive inspired Christmas. 
ideas designed to 
Holiday joy 


P.S. Santa, his sleigh and reindee: 
are at our showrooms together with 
our complete Holiday line. —~—— 
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OHIO ADVERTISING DISPLAY CO., 
Cincinnati, Ohio. 


Gentlemen: 


Mail immediately full particulars about 
this wonderful proposition. 
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Display Market Week 
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Has Record Attendance 


HE first postwar Display Market Week 

was held in New York City during 

June 24-28, under the sponsorship of 
the National Association of Display In- 
dustries, and drew the expected record- 
breaking attendance. Display materials and 
equipment presented by nearly 70 firms 
showing in the Hotel New Yorker, and by 
numerous other NADI members in_ their 
own local showrooms, were more glamorous 
than during the war years and buying was 
brisk, especially during the latter part of 
the week. 

While the provisions for registering visit- 
ing displaymen were not entirely adequate, 
and many did not bother with this formality, 
registration records listed 2,257 displaymen 
in attendance. The actual figure was un- 
doubtedly several hundred higher. 

A familiar complaint was re - registered 
this year—that all exhibits were not under 
one roof. Displaymen reiterated their dis- 
like of having to go to individual show- 
rooms scattered around the city in order to 
cover the market thoroughly. It is under- 
stood that next year, when Market Week is 
held in Chicago, this will be eliminated. 

Many had looked forward to the second 
annual Visual Merchandising Council on 
the afternoon of June 27 as the high spot of 
the week, but it was not an unqualified 
success. Blistering weather made the audi- 
torium almost unbearably hot and the public 
system was not all it could have 
been. Estimates varied as to the number 
present, but attendants at Manhattan Center, 
where the program was held, estimated the 
crowd at 1,200. Alan A. Wells, publicity 
director for Kaufmann’s, Pittsburgh, was 
chairman of the meeting. Undoubtedly 
the feature of the session short 
address by A. C. Thompson, vice-president, 
Associated Merchandising Corporation, who 
spoke on “Viewpoints from Store Manage- 
ment.” (His talk appears later in this re- 
port.) Professor Herman Brandt, Drake 
university, Des Moines, spoke on “Ocular 
Knowledge in Relation to Display,” but un- 
fortunately many in the audience could not 
hear him properly and the slides used to 
demonstrate his address were too small to 
be seen at any distance. “Fashion Recon- 
naisance” was the topic which ended the 
session, participated in by Lucia Foreman, 
Charm; Esther Lyman, Harper's Bazaar; 
Helen Kelly, House & Garden; Frances 
Hughes, Mademoiselle, and Mildred Morton, 
Vogue, from the fashion side, and a board 
of displaymen composed of Frederick Yost, 
Rich's, Atlanta; John C. Nichols, Higbee’s, 
Cleveland; W. T. Munford, Thalhimers, 
Richmond; John Foley, Macy's, New York 
Ciiy, and Guy Malloy, Neiman - Marcus 
(«mpany, Dallas. Criticism leveled at this 
portion of the program was due to its lack 
spontaniety that reading prepared 


address 


Was a 


(vucestions and answers makes for lack of 
ivcrest on the part of an audience. 
‘umerous meetings of various display 


groups were held during Market Week, 
among them being the display managers of 
the Associated Merchandising Corporation, 
the Cavendish group, and City Stores Mer- 
cantile Company. The International Asso- 
ciation of Display met several times; all 
these meetings are reported elsewhere in 
this issue. In some cases these “side” meet- 
ings took almost two days time away from 
the buying duties of visiting displaymen and 
many of them will attempt to have the dates 
for future group get-togethers set for a time 
other than Display Market Week. 

On Saturday, June 29, members of the 
National Association of Display Industries 
held their annual meeting and_ reelected 
George Silvestri, Silvestri Art Manufactur- 
ing Company, Chicago, president for an- 
other year. He will be assisted by the 
following officers: first vice-president, Earl 
W. Gasthoff, of the display firm of that 
name in Danville, Ill.; second vice-president, 
Carmen Barrango, C. Barrango Company, 
San Francisco; treasurer, Joseph I. Adler, 
The Adler-Jones Company, Chicago (re- 
elected), and secretary, also reelected, Alvin 
Mendle, American Fixture & Manufacturing 
Company, St. Louis. 

The board of directors is made up of L. J. 
Charrot, L. J. Charrot Company, New York 
City; Karl Roth, Gardner Displays, Pitts- 
burgh; Ralph Adler, Jas. B. Williams, Inc., 
New York City; Trowbridge H. Stanley, 
L. A. Darling Company, Bronson, Mich.; 
Al Bliss, Bliss Display Corporation, New 
York City; Joseph Adler; Earl Gasthoff:; 
Alvin Mendle, and George Silvestri. 

Trowbridge Stanley was reappointed chair- 
man of the publicity and advertising com- 
mittee of the NADI, and plans were made 
to increase the advertising 
appropriation to $7,500 for the coming year. 

A question which was debated during the 
meeting was that of NADI members taking 
exhibit space at conventions, 
and the like not sponsored by the associa- 
tion. A former resolution barred such 
activity on the part of NADI members, but 
was relaxed for the benefit of the Southern 
Display Association conference in Houston 
in April of this year. Reaffirmation of this 
agreement was made during the New York 
meeting, however, with approval of a mo- 
tion to the effect that “The membership of 
the National Association of Display Indus- 
tries shall purchase no space at conventions 
or exhibitions other than any that might be 
organized by the members of this associa- 
tion until the next annual meeting in June, 
1947.” The effect of this resolution on the 
Southern group’s plans for a convention in 
New Orleans early in 1947 remains to be 


association's 


conferences 


seen. 

Nathan Silverblatt, manager of DISPLAY 
WORLD, was appointed chairman of the 
membership committee, and several new 
members were admitted to the NADI; these 
following: Tri-Allied Creative 
Doerr & Associates, 


include the 


Display, Baltimore; 


Portsmouth, Ohio; Brunn & Bertheim, New 
York City; Naegele-Horner, New York 
City; Moortgat Studios, Glenshaw, Pa.; 
Worsinger Window Service, New York City, 
associate; Southern Display News, 
ciate; Combined Industries, New York City, 
and Glas-Lite Rotary Display Manufactur- 
ing Corporation, Brooklyn. 

The address of A.C. Thompson during the 
Visual Merchandising Council follows: 

“IT was asked to touch on some of the 
aspects of visual or display-selling from the 
viewpoint of management—which is an 
assignment I don’t anyone in his 
right mind would take on, as management's 
viewpoint on visual-selling or display will 
vary greatly with the type of store and, also, 
will depend to a considerable extent upon 
how well the ‘display-selling function’ is 
sold to the store organization. However, 
having been ‘exposed’ for a number of years 
to the viewpoints of management of various 
types of stores, and being responsible for 
coordinating the activities of the publicity 
and display functions with the merchandis- 
ing and management divisions of a large 
group organization, I have had a_ good 
chance to observe the weaknesses of display 
in relation to management, and the weak- 
nesses of management in relation to display. 

“I might add that probably there is more 
mutual lack of understanding between store 
management and the display department 


asso- 


believe 


than there is in any other phase of the 
retail business. I will briefly try to out- 
line some of these weaknesses which are 


most common to many stores. Some of 
these are basically due either to lack of 
understanding between management and 
display, or the inability of both to evaluate 
properly the importance of display in the 
store’s selling program. 
“Let us take a look at some of these well- 
known weaknesses of management: 
1. Lack of a clear definition of the store’s 
basic philosophy, its over-all objectives 
and its long-range policies. 
2. Lack of a clearly defined policy regard- 
ing the display-selling of merchandise. 
3. Lack of a clear definition of the func- 
tional responsibilities and authority of 
the display director. 
4. Lack of an established ‘measuring stick’ 
as a guide to weighing the importance 
of display-selling. 
Lack of support and providing for ade- 
quate appropriations for all-year-round 
display-selling presentation, in addition 
to the seasonal or prestige ones. 
“No doubt many of you can add to the 
list, particularly as you recognize 
weaknesses in your individual 
but I believe the ones enumerated are, un- 
fortunately, too common to too many stores. 
“Now let us take a look at the other side 
of the fence—what is wrong with the view- 
point of the display director? Perhaps the 
best way of approaching this point of view 
[Continued on page 103] 
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Display in Brooklyn is somewhat over-shadowed by that of New York City... but 
in the former city there are a number of stores whose displays are outstanding. 
Among them is that of Abraham & Straus, where John Rosenberg is display 
director, and whose 35 windows are consistently topics of Brooklyn conversation. 


By HARRY LANDO 


AVE you seen the windows at Abra- 
ham & Straus this week?” 
That 
social, a card party, over a back fence 


question . . . at a church 
begins a surprising number of conversations 
in Brooklyn. 

Perhaps it is the latest thing in plastic 
Maybe it is a hat with a hint 
of tomorrow’s styling about it. Whatever it 
is certain to be at least one item in 
week's display at Abraham & Straus 
which can serve to open a conversation. The 


housewares. 


6. there 
each 
emphasis is on windows which are news. 
John Rosenberg, the store’s display director 
made this the corner- 


He believes firmly that 


for many vears, has 


stone of his policy. 
known. for progressive 
merchandising It follows then that the 
windows, first point of contact between store 
should reflect alert retailing 


a store should be 


and customers, 
practices. 
It is taken for 


as soon aS a 


granted in Brooklyn that 

product appears on the 
Straus’, and 
much of the credit for public acceptance of 
display 


new 
market, it can be bought at 


this fact properly belongs to the 
department 

Through the vears, Rosenberg’s windows 
had the distinction of presenting many 


first 


1 
lave 


new products to Brooklynites for the 


Frequently he has been so far ahead 


that 


time 


of the times products he introduced 


were not yet available at the time of display. 
When this happens, he weaves the new pro- 
ducts into the background; them as 
props for the display of current merchandise. 

Betore the war Rosenberg made frequent 
trips to Europe in addition to keeping in 
touch with every important retail center in 
the United States. With the persistence of 
a Sherlock Holmes, he tracked down new 
ideas in display and new developments in 
the merchandising field. 

He came back from one such trip in the 
20s enthusiastic about a new style of furni- 
Undaunted by the fact that the style 
this he used it 
again and again as props for window dis- 
plays. The resultant upsurge of interest in 
the windows was both gratifying and profit- 
able, but Rosenberg is still justifiably proud 
of the fact that on 
pioneered modern furniture many years be- 
fore it became a selling sensation. 

John Rosenberg joined Abraham & Straus 
And since that time the 
pressure has never been off the display de- 


uses 


ture. 


was unknown in country, 


this occasion the store 


‘way back in 1925. 


partment to make news of the store's visual 
presentations. 

The very success of this policy, however, 
tends to cause other noteworthy phases of 
Straus’ display to be overlooked by the out- 
For instance, it is extremely easy for 
fasten a delighted 


sider. 


the casual passerby to 


Abraham 


eye on some new product without realizing 
for an instant that the background has been 
contrived arttully to highlight the outstand- 
ing characteristics of the product being 
merchandised. 
Rosenberg is a authority on 
historic fashion and design, and this aptitude 
win- 


In many dis- 


rec ognized 


fits remarkably well with the type of 
dows his department creates. 
plays the old merges with the new to accent 
uate some modern feature, to accentuate the 
sales points of the new, or merely to present 
a striking, eve-filling: picture 

Probably the most interesting “hidden fact” 
about is the highly 


complex organization necessary to maintain 


this company’s display 
its position as one of the most outstanding 
in the country. 

\braham & Straus fronts on three streets, 
additional windows on a 


\ll told, there 


subway 
window 


and has 


platform. are 3. 
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& Straus 


displays to be created each week. Over and 
above these displays, the department also 
promotional displays 
that displays 
should reflect the inside atmosphere of the 
store, and for this reason the two types ot 


handles all inside 


Rosenberg believes window 


display should be under the same head and 
the same themes. 
All of adds up to a 
amount -of work tor a 
The fact that the 
as tomorrow's 


carry out 
tremendous 
department 
timels 


which 
single 
windows are as 
con- 


newspaper and as well 


—Twisted root structures gave an _ unusual 
touch to the picture frame surrounding the hat 
in the display seen above. For a back- 
to-school serics, Rosenberg used background 
treatments in abbreviated form, supplemented 
with paper sculpture figures. A millinery 
display used fashion sketches from a by-gone 
day for added interest— 
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Str 


irganization of the display 
Rosenberg, as director, is responsible for 
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Displays Make Local News 


the 
displayman, in turn, has one to three assist- 


icted’' as an industrial machine is due in 


rge part to the almost unbelievably efficient 


department. 

Arthur C. Werback, 
& S. veteran of 22 
aid in 


overall planning. 
istant director, an A. 
rs standing, provides 
nning and superintends the carrying out 


invaluable 


executive decisions. 
lerchandise to be featured 1s plotted Six 
Rosenberg plans general 
props, lighting 

and tentative 


ks in advance. 
cts for each window 
cts, color schemes, etc. 
Two weeks 
installed, the 


tches are made to his order. 
ire the 


ous departments are notified as to how 


windows are to be 


space they will have. 

the windows are to be 
Rennick, an 
full time with the display 

notified. constant 


ne week before 
illed, Cecil 
ist working 


irtment, is She is in 


outstanding 


touch with the buyers and knows exactly 
what merchandise is coming into the store. 
She is also an authority on style trends, and 
it is her job té; gather the “style” merchan- 
dise for the windows. She is charged with 
the responsibility of flavoring her 
with a forward looking touch here and there, 
thus adding to the completed 
display. 

Her turned 
playmen, of which there are seven 


che Ices 


news value 


the dis- 


one for 


choices are over to 


each of the seven merchandise sections into 


—Of particular interest is the prop treatment 
in the display at the upper left; natural foliage 
surrounds the unit, and an autumn scene has 
been painted on the central glass. . . . Upper 
right, the bride's figure seems to float on 
clouds of spun glass. . . . Lower left, a typical 
interior setting. . . . Lower right, another in the 
back-to-school group— 


which store has been divided. Each 


importance, store 
space of his 


the 
window 


depending on 
and 


ants, 
space, average 
section. 

The displaymen and their assistants take 
over at this point. They plan the most 
effective blending of merchandise into the 
general effect. 

An eighth section also swings into action. 
Their responsibility is inside display, and 
they endeavor to tie in their promotional 
efforts with the windows. Where, due to an 
unusual promotion, one of the displaymen 
has an extreme amount of window space, the 
eighth section comes to his assistance. 

Signs for both window and inside use are 
ordered from the store’s own highly efficient 
n department, which has a manager and 
a copywriter among others, and which is a 

[Continued on page 105] 
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RRIVING in Mexico City these days, 
one finds new buildings going up on 
literally It is surpris- 
ing at first but when one 
realizes the necessity for a 


every corner. 
understandable 
large building 
program to meet the demands of a rapidly 
would think that 
eventually the saturation point would be 
With the war and housing short- 
age as bad here as anywhere else, and the 


expanding city. One 
reached 


influx of Europeans, the need for an acceler- 


ated building and commercial program is 
evident. 
Many people have false ideas about cus- 


toms, living conditions and ideas in foreign 


countries. Some enterprising display and 


designing firms feel sure they could go any- 


where in the world and exhibit their “know- 


how” knowledge and technical ability. Let 
me caution them here and now that they 
had better keep their ears and eyes open to 
the displays appearing in Mexico City. This 


attracted socially 


prominent personages and much capital, is 


metropolis, having many 


awake and moving rapidly toward a 


more streamlined economic and commercial 


wide 


future 

It is to be 
shipping regulations and conditions will be 
such that the 
able to buy, 


hoped that soon customs and 


display manager here will be 
trade display 
neighbor to the north and 
window 


sell, or fixtures 


with his south 
\s it is 


fixtures 


display 
United 
States are much too expensive for the dis- 
All he can afford 
DISPLAY WORLD, 


and look at illustrated catalogues. 


now, most of the 
designed and made in the 
playman ever to consider. 
to do 1S subscribe to 
fixtures and 
customer sees in the windows are 


Consequently most of the 


props the 


DISPLAY WORLD 


Display In Mexico City 


By MARIE LOUISE DRAKE 


designed and made in the display depart- 
ment of the store. what you 
may think, the results are very professional 
and modern. Only an occasional mannequin 
is imported from the United States—in addi- 
tion to things as spun glass, wall- 
board, and “glitter” material. In one very 
fashionable store, which has four branches 
in Mexico City, many of the mannequins 


Contrary to 


such 


are made of papier mache, and could match 


New 


in perfection anything turned out in 


York or Los Angeles. This particular store 
caters mostly to the North American trade, 

The display department in one of these 
stores is familiar territory to anyone who 
has had any contact with this fascinating 
business. Plaster casts are strewn about 
the floor. A partly finished framework for 
a background is leaning against one wall, 
Bolts of fabrics are stacked up on a shelf, 
paint cans are set wherever there is space, 
light bulbs, tools of various kinds,. lumber, 






































and mannequins take up more space. It has 
the familiar atmosphere and appearance of 
display departments the world over. There 
is never enough for everything and 
stacked on top of 
each other, and in many cases, destroyed 
completely after use. In the midst of this 
apparent find an artist 
hard at work over his drawing board knock- 
ing out an eye-catching design for that 
promotion next 


room 


display properties are 


confusion one may 


special window to go in 
month. 
Proper window lighting is very important 


and can make or break a stunning display, 


as any displayman knows. Some of the 
windows I have observed here in Mexico 
City could be lifted out and placed along 
with those in New York, Chicago, or Los 
Angeles and compete very favorably. Light- 
ing is on the dramatic side with some 


special effects or 
display” is no 


used for 
“Dramatized 
foreign word in some of the local display- 
Windows are neat and 
They attract. 


colored spots 


emphasis. 


men’s vocabularies. 
orderly. 


—The illustrations are interior and window dis- 
play scenes from Salinas y Rocha, Mexico City 


store— 
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\. is true everywhere, there are good, 
' im, and poor displays here. Many of 
the chain here are in the last two 
e-ories with displays amateurishly done 
-or. im other words, the store manager be- 
lieves in the old-fashioned idea of crowd- 
verything possible into the window in 
he belief that they have more of a chance 
if s lling everything. Most of these stores 
ire found in the older sections of the city, 
yr off the beaten track for most tourists. 
The length of Avenida Juarez from about 
Bolivar to lined with = silver 
shops, hotels, restaurants, banks, book stores, 
aid curio shops. At Bucareli, Avenida 
Juarez becomes the famous Paseo de la 
Reforma and extends past fashionable apart- 
ment houses, hotels and clubs to the beauti- 
iul Chapultapec Castle and beyond into 





stores 


Bucareli is 
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An important step towards publicizing and 
promoting the “Calexico Colorama” fashions 
was the establishment of special air service 
which brings the latest fashions from New 
York and other fashion centers three times 
weekly. Almost at the same time that these 
fashions are shown on Fifth ‘avenue they 
are also on display in Mexico City. Special 
held Monday at 
3:30 p.m. The personnel of such a store 
must be alert and fashion The 
selection of the personnel for the many de- 
partments of interior decoration, furniture, 
ready-to-wear, and so forth done in 
only six months and during a war period. 


fashion shows are every 


conscious. 


Was 


The very modern building of eleven floors 
was designed by the famous industrial de- 
signer, Raymond Loewy of New York. The 
formal entrance, black marble trim, gold 





residential sections. This is modern Mex- 
ico; this is the Mexico the tourist sees. 

Let us examine a specific department store 
on Avenida Juarez. We may be looking for 
attractive afternoon dress or some 
accessory and we walk across the threshold 
4 Salinas y Rocha. Accessories and men’s 
furnishings can be found on the first floor, 
displayed in modern bleached 
and with indirectly lighted 
above. If you do not speak 

English-speaking clerk will 
Wait on you. Seventy per cent of the per- 
sonnel speak English. Here we can find 
the latest creations of Anthony Block, Pat- 
tullo, Hattie Carnegie, and any other known 
designer you would like to name. 
few months ago Salinas y Rocha had 
world premiere of the “Calexico Color- 
ima” promotion. This was an event de- 
signed to promote fashions and accessories 
Inspired by the rich motifs and colors of 
Simultaneously, announcements and 
il\ertisements appeared in leading fashion 

razines in New York and California. 


a very 


attractively 
oak cases, 
shadowboxes 
Spanish, an 


th 


MCXICO. 


-Above is the men's wear division of Salinas 
Rocha, while at the right is a ‘Calexico 
Colorama" display from that store— 


4\ 





i 


| 
aii 





initialed trade mark of the store, and gen- 
eral design has a touch of the modern 
European simplicity. 

All of the personnel at Salinas y 
instructions on merchandising, 
“clase de ventos.” When it first 
looking for a suitable staff, there were 11,500 
i month and a 
Salinas y 
two of 


Re cha 
receives 
began 


requests for positions in a 
half. Now the 
Rocha, two of ready-to-wear 
furniture, combine to make a thriving and 


four branches of 
and 


very profitable business. 

There are other department stores nearer 
the heart of the city, or the beautiful ca- 
thedral. Some of these are the 
Hierro, Liverpool, and Paris-Londres. To 
get a different picture, let us examine a 
second store, the Palacio de Hierro 


[Continued on page 98] 


Palacio de 








HE large Fifth avenue windows of 
T B. Altman’s lent themselves superbly 

to a distinguished presentation, by 
Director Louis Viella, of the func- 
surrealist art work 
Space and 


Display 
tional swim suits. The 
backwalls, representing 
background for a 
mache—in this instance, 
white with a peri 


on. the 
mad decorative 


Time, 
pavilion of papier 
handled in brown and 
blue trim appearing as ribbon bows. 
combination em 
differed 
Symbol 


winkl 
The design and 
pavilion completely 


color 
ployed in th 
oft the S1X 
grouped in the 


in each windows. 
accessories were foreground 
of each display 

When featuring fashions which 
design inspiration the Old 
the card copy descriptively read, as 
exhibition 


showed 
Masters, 
for this 


Irom 


particular window, “Gallery 


York Display 


By VIRGINIA ROEHL 


Virginia Roehl Studio, New York City 


features the Old 


uur Portrait Cottons 
The portrait was 


Masters’ Flemish Collar.” 
sculptured of papers, the costume in black 
with deep pink sash and white pleated cuffs. 
\ portrait frame of gold paper was hung 
before the figure, which had for background 
a checkerboard pattern in black and white 


—The two displays at the upper left and 
right are by Louis Viella, B. Altman & Co.; 
the second shows a typical display from a 
group making a tie-in with Old Masters 

Lower left, by Henry Callahan, Lord & Tayior, 
for Father's day. . . .Lower right, cotton prints 
were shown by James Gosling, Franklin Simon, 
in a rustic setting. . . . (All photographs by 
courtesy of Virginia Roehl Studio, New York 

City) — 


on the white upright panel, as_ pictured, 
Adjoining windows in this “Gallery Ex 
hibition” similarly illustrated the “fichu” 
from Gainsborough; the Georgian influence, 
and the Empire inspiration. 
The full stretch of Lord & 
dows observed the celebration of 
day. No partiality was shown by 
Director Henry Callahan, for each member 
and age group of the family was depicted 
in character through papier mache figures 
with the art work on the panel handled as 
appropriate background for that particular 
gift-giving member of the family. Merchan- 
cubes on one side, 


Taylor win- 
Father’s 
Display 


dise was grouped on 
leaving the scene uncluttered, while on the 
extreme other side of the display, a large 
calendar sheet designated June 16 as Fa- 
ther’s day, accompanied by the apt copy, 
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“There’s a man in life... PP. S— 
He's vour husband, father, son—as the case 


your 


may be.” 

“A bit of Old Connecticut in Prints” 
the headline used by Display Director James 
Gosling in a series of four Franklin Simon 


made 


windows with the atmosphere of this near- 
by countryside ably projected. The straw 
filled floor of the old red barn, the papier 
mache auctioneer and the tempting hundred 
and one variety of items beloved by the 
antique collector made familiar background 
for the featured cotton prints. 

lhere mistaking that hats 
off to father in six Macy windows 
countless cutouts of sun tan paper hands 
doffed hats to the central figure. Cuffs and 
sleeves, supporting the hands, were also in 
the latter in suit patterns and colors. 


Was no were 


when 


paper 


units were so arranged by Display 
Director Jack Foley, through spacing across 
projecting from the light 


hanging by wires in 


lr} ese 


the foreground, 
blie back wall and 
mid air, that they allowed for a clear view 
of the wide assortment of featured gifts 

wn on clear glass shelves, also on the 
floor of the window. “Hats Off to Post War 


P: pa—the most Patient Man we know” was 


DISPLAY WORLD 


—"'Hats Off to Father'’ was the theme of Jack 
Foley's battery of windows at R. H. Macy & 
Co., as seen at the upper left... . Upper right, 
by Mary Merrill for Bergdorf Goodman. ‘ 
Lower left, "White is a Delight,'' by Joseph 
Dultz, Bloomingdale's . . . The final display is 
by Sidney Ring for Saks-Fifth Avenue, and was 
titled “For Manhattan at Half-Past Twilight''— 


the headline on an accompanying card. 
Charming rural scenes were used by Dis- 
play Director Mary Merrill in the Bergdorf 
(;,oodman windows, when showing beach and 
casual wear “Cut for Beauty in Action.” 
The panels were cutouts mounted and painted 
in shades of green, gray, lavender, blue or 
pink—the shades of one specific color con- 
fined to each picture. The artist, Ida Binney, 
children’s books, quite 
appearing in 
through the 


an illustrator, of 
naturally had children 
landscape, strolling happily 
suggested farmyard and its environs. 

That “White is a Delight” was convinc- 
ingly illustrated by Display Director Joseph 
Dultz in a series of Bloomingdale windows. 


each 


Refreshingly cool were these settings which 
featured white for every occasion of the day 
The framework and thick bamboo poles 


were painted pure white and set out slightly 
from the deep blue backwall. White flower 
pots held growing ivy, and potted plants 
also appeared back of the framework. Ivy 
again was used in the grouping of gold 
balls and tennis racquets shown against the 
diagonally carried net. 

“For Manhattan at 
was the used by 
Sidney 
Avenue windows where black costumes were 


Half-Past Twilight” 
Display Director 
six Saks-Fifth 


legend 
Ring in a series of 


presented. 

The left hand corner of the black 
card was splashed in twilight blue against 
which the silhouette of the skyline was out- 
lined in black. The framework of the two 
panels, joined to form an 
painted in the most delicate 
the tracery of wires in matching tone creat- 
ing the effect of a spider web. 

Flower pots painted in a repeat tone of 
the blue were hung by white silk 
luxurious pink roses being shown with the 


large 


archway, was 
pastel blue, 


cords, 


ivy in a number of the flower pots. 

Pink chiffon handkerchief and gloves were 
caught through the “spider web” and cos- 
tume jewelry sparkled here and there against 
the tracery. 
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Display 


Goldblatt Bro- 


presents the 


He display picture at 
T thers, Chicago, 

of planning complete display 
Kight of those Goldblatt stores 
lie within the 


problem 
set-ups 
for 15 stores 
Chicago area, the largest 
tate 


neighborhood 


being the big street store, and the 


other seven all stores. The 
other stores of the string are located out of 
Chicago in the suburban districts or even 
further afield. 


lhe planning for all those displays is the 





or Fifteen 


By CLARA BALDWIN 


problem that faces Ray’ Bianchi and_ the 
central display department, of which Bianchi 
is director. 

This central display department is located 
in the State street store and from it the 
initial idea originates, as well as all the 
equipment necessary for carrying out that 
idea in any one or all of the stores. 

In tact, the equipment necessary for carry- 
ing out these display ideas is created, manu- 
factured, and shipped directly from this 


a 


F LUGGAGE CHECK 
. ” 


JULY, 194% 


A roving display team is just one 
part of the novel set-up under which 
display is handled for the fifteen 
stores of Goldblatt Brothers, Chicago. 


same central display department, which is 
housed on the tenth floor of the State street 
building. 

Display for this particular Goldblatt store 
—that is, the one on State street—is handled 
separately; it is operated directly out of the 
main display office and with its own indi- 
vidual staff of displaymen. 

The other seven Chicago stores, the 
neighborhood stores, are operated in groups 
although each store has its own utility man 
who is on hand full time to handle inci- 
dental display and for window calls. 

Beyond that these seven stores are divided 


Stores 


into two groups, one section composed of the 
four Northside the other of the 
three Southside stores. Two roving crews 
of window and interior displaymen travel 
from store to handling the display 
set-ups for these two groups. The time 
allotted to any one individual store of a 
group depends primarily upon the size of 
that store. Some of the stores are allotted 
two days for an entire display job, while 
others are given three. Thus it takes about 
eight days for a crew to make the rounds 
of its group, or in other words about eight 
days to complete the display arrangements 
for the seven Chicago neighborhood Gold- 
blatt stores. 

Following each complete trip of installing 
displays for the string of stores, these roving 
crews report back to the central display 
department for meetings and for assembly 
work in preparation for the next round. 

According to schedule a crew reports back 
to each store in its group exactly two weeks 
after setting up the first installation. 

Pretty much that same program is main- 
tained in handling displays for the out of 
town stores of Goldblatt Brothers; however 
there is no roving crew reporting from the 
central department to set up the displays. 
Instead, each of these stores maintains its 
own displaymen. But, as in the case of the 
Chicago stores of the Goldblatt group, all 
display merchandise is scheduled through 
the central display department. Photostatic 
copies of the work and windows are mailed 


stores, 


store 


—A picturesque setting is relied on for interest 

in the display seen at the left, while sharp 

contrast between white and black gives a 
dramatic touch to the one above— 
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to the display departments of these 

in lividual out of town stores and instruc- 
tims are given them to install accordingly. 
This program means that all 15 stores are 
iultaneously promoting similar merchan- 
dise, carried through with the same high 
quality of display pattern but tailored to fit 
the individual pattern of the particular store. 
n planning the layout for these displays, 
Bianchi favors the human interest angle in 
featuring and highlighting merchandise. The 
story behind this goes back two years. In 
working out displays for Mother’s day two 
years ago, he set up some attractive formal 
displays which created a great deal of 
customer comment. Last year, recalling 
the success of the Mother’s day windows, 
Bianchi hit on an entirely different treat- 
ment. The idea was carried out to incor- 
porate an intense human interest angle. 
The result was startling. Great as the 
comment had been the year before, the 
customer reaction here was a great deal 
more enthusiastic. The comparison between 
the two responses made possible an interest- 


ing and highly profitable evaluation of 
window treatments and their resulting cus- 
tomer appeal and sales records. The human 
interest displays won hands down. 

The result has been that Bianchi has 
adopted human interest display as the basic 
policy both for window treatments and for 
interior set-ups in all the Goldblatt stores. 

After establishing that policy, Bianchi has 
created some outstanding displays which 
have attracted: nation-wide publicity to the 
stores, 

The general idea was to arrange an indi- 
vidual room in the window just as it might 
appear in the home of the shopper. The 
room setting is not left in spick and span 
condition, but is given the appearance of 

ing lived in at that particular moment. 
There is action in the window, things are 


—Many of Goldblatt Brothers’ displays are 

replete with human interest, even more so than 

in the three windows pictured here. The human 

interest angle has been proved by actual 

experiment to induce a much greater response 
on the part of shoppers— 
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ee teas 


happening, every-day living is going on right 
before the onlooker’s eye. For instance in 
those Mother’s day windows, mother was 
The wrapping 
Guests 


there unwrapping her gifts. 
papers were strewn on the floor. 
were coming, the cake was on the buffet— 


things were taking place. 

When those windows received such a 
tremendous response, Bianchi conceived the 
idea of arranging a group of windows to 
display Sherwin-Williams paints. In plan- 
ning the windows, he advertised through 
subtle suggestion rather than with direct 
“labels.” A small sign was put in the corner 
of each window, and that was all, except 
for the label plainly visible on the paint 
cans themselves and on the paper shipping 
cartons which also were present in each 
window and which bore the name of 
Goldblatt’s. 

Mannequins in those windows assumed 
characteristic poses. The displays created 
even more customer comment than had the 
Mother’s day windows. Passers-by not only 


[Continued on page 97] 





By JOHN L. COONEY 





window illustrated at the 


in J. J. 


caused quite a bit of nostalgic reminiscing 


Haggarty’s summer coat promotion 


by many an Angeleno. The stoves were the 
real McCoy, them more than a 
hundred years old, and were rented for the 
local company which rents 
furniture to the motion picture 
studios. Several balls with 
wooden pegs driven into them were painted 


from the by 


some of 


occasion from a 
antique 
cork long 
ceiling 
and 

snow on 


and suspended 


symbolic of 


white 
thread snowflakes 

in the first photograph. Artificial 
the floor around the foot of the stove added 
to the winter atmosphere, while the ivy plant 
inside the stove, the two potted plants on 
its top, and the artificial flowers which stood 


seen 


up from the floor emphasized the 
The 


portray, 


straight 
fact that it 
of the window, of 
symbolically, Southern California’s summer 
how warm it 
nights 


is actually summer. idea 


course, was to 


weather. Regardless of may 


get during the day the are always 
cool 
reading : 


didn’t 


The card also emphasized this idea, 
“Summer coats don't say we 
warn you you always need one 
in sunny California”. 


\t Bullock’s-Wilshire, 


Paul Parker used gaiiy painted barrels and 


Display Director 
old fashioned newel posts and porch pillars 
frock promotion 
was rather 
porch pillar which 


Tyrolean 
left.) 
where he got the 
his display department painted for the win- 
illustration, but 


in his peasant 


(lower Parker evasive 


as to 


dow in the accompanying 


—At the upper left on this page, a display by 

Robert Gibson and Henry Jampol, Haggarty's. 

; Left, below, by Paul Parker, Bullock's- 

Wilshire. . . . Center and right, by Edwardine 
Jackman, |. Magnin's— 


the lengths to which display di- 
rectors will go to get for their dis 
plays, it wouldn't surprise this correspondent 
if some Los Angeles householder were won- 
dering who made off with part of his house. 
An ivy plant was placed next to the painted 
barrel and the ivy coiled up around 
the pillar and then down across the grass 
mat which covered the floor. A small doll 
in a dress similar to the navy blue and white 
peasant dress worn by the mannequin was 
seated on an enameled metal antique jewel 


knowing 


props 


Was 


box. Duckgrass placed around the base of 
the pillar and in the hand of the mannequin 
and a few artificial grass 
mat rounded off the display. 


flowers on the 


The Courtley colors of dark red and gold 
were used by Mrs. Laura Wallbridge in 
Bullock's (Downtown) Courtley promotion 
for Father’s day. Gold metallic paper cut- 
outs of the famous Courtley horses’ heads 
were fastened to the wall. A double cir- 
cular shelf was suspended from the center 
of the ceiling by dark red. silk rope; the 
upper shelf was covered with gold metallic 
red and edged 

fringe. The large gold 
cutout of the Courtley 
which fastened to the 
center of the upper shelf made the shelves 
resemble the top of bottle, the 
other end coiled around one ot the 
holding the shelves. The gold-lettered cap- 
tion “With Dad in mind—it’s Court- 
ley”. Several toiletries sets were arranged 
specially 


paper, the lower was dark 


with a 
metallic 


dark red 
paper 

horses’ heads was 
a Courtley 
ropes 


read 


in geometrical patterns on the 
waxed floor. 

Director C. W. 
papier 


Borum at Des- 


mache 


Display 


mond’s used large heads 
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fastened to the backdrops as the focal point 
for his Father's day promotion, which is 
not illustrated here. Two large 
mache hands beneath each head held bright 
lv wrapped Father's day The boxes 
were fastened to the hands by dowels. Ar- 
ranged on the floor beneath each set of head 
and hands were suggested gifts, interspersed 


papier 


gifts. 


with more gift-wrapped boxes. 
A large cut-out map of California was fea- 
tured in the Fourth of July windows at 
Silverwoods where Claude Gardner di- 
Painted on the face of the 
map were some suggested vacation pastimes 
suitable for that long Fourth of July week- 
end. A large weathervane, 
tour major points of the 
iastened to the lower portion of the map to 
iggest travel. Various pieces of vacation 
ear were grouped neatly around the base 
the weathervane and on each side of the 
ap. This display is not illustrated. 
Edwardine Jackman novel idea 
rr the Magnin handknit suit and dress pro- 
otion. Ordinary string was dyed to match 
e knit dress worn by the mannequin and 
making an interesting geo- 
etric pattern of straight lines to accent the 
ft curves of the knit dress. Some flowers 


rects display. 


showing the 


compass, Was 


used a 


as stapled, 
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—The upper displays pictured here are by 

Claude Gardner, Silverwood's, while those at 

the lower left and right are by Mrs. Laura 
Wallbridge, Bullock's-Downtown— 


and a pair of gloves were fastened to the 
string at one point, while artificial flowers 
and a purse were placed on the floor. The 
plain background emphasized the severe 
lines of this play and aided in creating the 
desired effect. 

“Headed Right For Town” was the theme 
Display Director Claude Gardner 
straw hat promo- 
Painted on the 
was a 


used by 
in Silverwood’s summer 
tion, as seen on page 47. 
wallboard background at 
scene suggesting a man’s club. At the « 

treme end were paintings symbolizing trees. 
These were green, edged with yellow, and 
due to the excellent painting in 
suggested shadows, they looked like cutouts. 
A large, semi-circular, fluted construction 
paper awning with scalloped 
fastened to the wallboard, shading the paint- 
ing of the club facade. This was 
dry-brushed with yellow. A _ long 
green pole extended up from the tray of 
live plants on the floor through the awning. 
Straw hats, of course, were featured in this 


one end 


work in 


edges was 


also 


green, 


display, and assorted accessories rounded 


it off. 
Display Parker 


Angeles 


Director Paul evi- 
dently inspired by the 
for his series of vacation 
lock’s-Wilshire. In 
not shown here two gigantic pilings, weigh- 
ing more than 800 pounds apiece, were used 
as props. In another, a block and 
tackle was suspended from the ceiling. This 
block and tackle was originally used aboard 
one of America’s famous clipper ships, and 
made many a trip around the Horn. A 
heavy 2-inch rope was run through the hook 
on the block, one end down into a 
tangle of nets, floats, bottles, belaying pins, 
and other ship gear—all authentic 
The other end of the rope coiled around a 
water cask in the tangle of soth 
casks were originally used on sailing ves- 
They were heavily strapped with iron, 
and had large wooden handles. The manne- 
quin was playsuit and was 
holding a picnic basket—just right for a 
day at the seashore. 


was 
harbor 
Bul- 
which is 


Los 
windows at 


one window 


large 


going 
pieces. 
nets. 
sels. 
dressed in a 

The seashore was used also by Mrs. Laura 
Wallbridge at Bullock’s (Downtown) for a 


Dorothy Gray cosmetic promotion. This 
[Continued on page 63] 
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By 
FAY BREWEN 


HE display department of Stix, Baer 

& Fuller—St. Louis department store— 

operates as smoothly as the proverbial 
well-oiled machine. If you were to ask 
Display Director Syl C. Rieser or his assist- 
ant, Allen Pollard, just what makes their 
department tick, they would very likely 
bring out the chart pictured here to illus- 
trate their answer. Neither Riesner nor 
Pollard claims direct responsibility for their 
highly successful displays, but they agree 
that each branch of their organization 
shares the responsibility. 

Stix’s display department, functioning as 
an independent department, heads directly 
up to management through the merchandise 
office. Logically this is the best arrange- 
ment, since so much of display is directly 
concerned with the merchandising opera- 
tion. Staff members who are to carry out 
the actual display operations sit in on plan 
meetings while an idea 1s being born. Their 
knowledge of a display plan begins at the 
ground floor, and because of this they have 
a thorough and complete understanding of 
the desired effect and results. An idea may 
originate in the executive office, but it is 
wide open at all times for suggestions from 
the staff. 

Over-all display plans usually follow the 
channels indicated on the chart. Merchan- 
dise plans formulated in meetings with 
Rieser are channeled through his assistant, 
who is responsible for expedition of the 
plans. Many of the ideas used are suggested 
by properties that are available; others are 
designed on the drawing board and sent out 


STIX, BAER DISPLAY 


[OIrSPLAY DIRECTOR | to suppliers or manufacturers specializing 
[MAINTENANCE |— ; T in the type of work required. Stix’s display 
department feels that today’s display pro- 
[canrentens | pie cs gram requires such a wide variety of types 
and styles of products and materials that 
| : 1 it is advisable to use outside resources 
[ELEGTAICIANS) me ~ whenever possible. 
= j At the present time the store is using a 
series of window displays built around a 
curved-frame fixture. This frame, and how 
it came to be, is an excellent example of 
the way the department functions. Rieser 
got the idea of using the frame for window 
display purposes when he saw a similar one 
in a scene from the musical comedy “Here's 
to the Girls.” The frame was designed, and 
after a dozen sketches had been considered 





[PAINT ERG] 























and rejected, one was accepted and sent to 
Chicago to be made in plaster. Plaster 








| 
[PROPERTIES | oa = 
| [SPECIAL EVENTS| 
— 
I 


[ 


—At the top, two of the 'frame’’ windows 
J [ =a) discussed in the article. ... At the left, a chart 


ean - a 


4 





] f ! 7 showing the departmental set-up— 
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ved too heavy, and papier mache was 
su stituted. Draftsmen figured out the 
m- chanics of a spiral runway to be used as 
vase for the frame, column was 
ed to complete the The whole 
med a background for a mannequin. The 
me window series (one of which is pic- 
| here) is very effectively in use. The 
y sign copy used is made of a plastic 
terial, and is placed in a shadowbox 
ted by fluorescent tubing. The frame 
tif is repeated on the sign to tie it in 
th the display as a whole. 
renerally speaking, display plans are 
nade at Stix, Baer & Fuller a long time in 
advance. Plans, or tentative plans, have 
ven made already for practically every 
promotion of any consequence through De- 
cember, 1946. In fact, some ideas that will 
be used early in 1947 are already being 
given serious consideration. Although these 


and a 
idea. 
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display treatments are planned far in ad- 
vance of the date that the exact merchandise 
requirements are known, they are flexible 
enough to accommodate changes. The mer- 
chandise situation as it stands today de- 
mands versatility in display designing. On 





the surface this long-range planning may 
seem inadvisable, yet over the past few 
years it has proven its advantages. One of 


the greatest of these is shown in the case of 
ready-to-wear merchandise, or furniture, 
where some 30 to 60 days may be required 
to obtain the necessary materials. In all 
cases the display department is familiar 
with the merchandise requirements at least 
30 days in advance. This allows plenty 
of time for revision or adaptation of the 
design to the specific merchandise involved. 

The entire department is composed of 34 
people, including a secretary and 
grapher. It has seven main divisions: 


a steno- 
win- 
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dow, interior, sign shop, production, special 
events, downstairs and _ properties. 
Although the window and interior divisions 
function separately, both are under the 
direction of Rieser. This simplifies direct 
coordination of the window and _ interior 
effect. Window plans are made with the 
thought of their adaptability to interior use. 
Quite often window themes are repeated 
not only in interior displays, but in posters 
and newspaper advertising as well. 

Three members of the window staff— 
Frank Telle and Martin Peterson, display- 
men, and Irene Nolan, stylist—do nothing 
but ready-to-wear and accessory displays. 
Lou Larson is responsible for small-wares 
and miscellaneous windows; men’s wear and 
furniture handled by Walter 
Reed and John Underwood. Reed is 
responsible for the entire men’s store display 
operation, and is assisted on the interior by 
Curtis Wehmueller. 


store, 


windows are 
also 


Otto Askani is in charge of the entire 
downstairs store, window and _ interior. 
Working with him are Robert Franke, 
Robert Gutfleish, and Jayne Volk, junior 
stylist. 

In the past four years the staff of the 


interior display division has increased from 
three to twelve members. Work in this 
division is distributed according to floors. 
Karl Schoeffel heads interior display, and 
has nine people working with him besides 
Wehmueller, Franke, and Miss Volk, who 
do both window and interior displays. Main 
floor displays are the work of Don Glynn 
and Dave Seltzer. Edward Jacobson takes 
care of infants-wear, yard-goods, and shoes 
on the Stylist Alice Howard 
laborates Earl Pavlick on the third 
floor displays. and Weh- 
mueller are responsible for the fourth floor 
furniture, 
draperies, on the fifth, sixth, and seventh, 
[Continued on page 85] 


second. col- 
with 
fashion Reed 


men’s store. Housewares, and 


—Men's wear is given ample display attention 
at Stix's, as is furniture; three examples of 
windows for the two types of merchandise are 
shown here— 
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he sixth umbrella was used for copy matter. 
Not shown is a splendid series of four 


Straw 
atured a huge colorful 


is was further accentuated by the use of 


ree 


Bowen in which he 
umbrella to 


the merchandise 


hat windows by 
stress 
cool advantages of 


oversized, bright croquet mallets and 


ckets on a slanted green patch to present 


merchandise. 


e 


hats. dark 


curled awning striped effect in front 


Backgrounds were green. 


the window to the right, cut out of wood, 


ts 


ctive 


i 


Its. 


orange, white and yellow in their re- 
The two men’s figures 
dressed in cool light-weight summer 


A shirt draped on a costumer at the 


orders. 


They acted as fixtures for 
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ie 
— 
4 
ie 4 
| 
ot 
we 
: 


RAVINIA 
PRELUDE 


AN AIR OF ELEGANCE 


leit was left unbuttoned and with the collar 
open; around the was a knitted tie, 
untied. This detail “built a bridge” 
to the shopper, conveying the human interest 
and a natural reflex of a man on a hot day. 

Mike Kutil, display manager at Morris 
B. Sachs on the South Side, executed a 
Father’s day window that provoked human 
appeal pleasing to everyone. It 
the father asleep in 
chair, with the funnies in his lap and dream- 
ing of the gifts he will This ef- 
fect suspended angel 
hair “patch” simulating his dream as seen 
in the fourth illustration. Sportswear was 
mounted “on his dream” as the object he 


ned k 
again 


interest 


showed his favorite 


receiv ec. 


was achieved by a 
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—The three displays pictured on this page are 
by John W. Moss, Jr., display director for 
Marshall Field & Co.— 


Kutil’s execution is excellent. 
Note the jig-saw edged screen representing 
a corner of the father’s the book 
the radio, the scattered wrapped 
packages and last, but not least, the big 
Dalmatian dog, the activating note of devo- 
The card read, “Make 
True On Father’s 
June 16” 
display 


longed for. 


library, 


Cases, 


tion to a home scene. 
Dad's Dream 
Day—Sunday, 
Bianchi, director at Gold- 
blatts, through the use of a cutting machine 
and wallboard created a functional display 
of shoes of unusual beauty. As the photo- 
graph the article Gold- 
blatt’s display elsewhere in thts issue) the 
wallboard circles were suspended by 
in an artistic No material 
wasted. The cut out portions of the circles 
were also suspended to enhance the motif; 
these were painted in pastels, as were the 
and the merchandise. The figure, 
dressed in white, helped bring an active note 
to the scene. A patch floor with the circles 
cut out the remaining material ef- 
fectively Here the 


Come 


Ray 


shows, (see on 
wires 


design. was 


circles 


was 
cut-out 
patches helped to spotlight the merchandis- 
ing and material in a happy anl pleasing pic- 
ture—and in a setting that was not costly. 

With the science of selling becoming ever 
more predominant in every display installed, 
note how well Bianchi introduced this ele- 
ment into his excellent luggage window. 
As pictured in the article mentioned above, 
the price tickets were clipped at the corners 
and attached to the luggage with the price 
in bold type. More of this type of ingenuity 
will be seen as progressive merchandising 
becomes more competitive. The copy reads, 
“Off to Picturesque Old Mexico. .:. Travel- 
ing Light, but Right With Goldblatt Lug- 


used. again 


gage”. 
The three displays pictured on this page 
are by John W. Moss, Jr., Marshall Field & 
Co. The first one shows a corner window 
promoting summer porch furniture. Coral 
[Continued on page 63] 
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by Louis Gehring 


Display Designer and Consultant 
New York 


Arrangement: September ushers in the first fall coats, as 
colorful as the season itself. This display consists of three 
units made up of mannequins. 


Properties: An oak frame encloses the display. An out- 
door country atmosphere is suggested by the use of a 
rustic fence and foliage in all its brilliant coloring. The 
season is further suggested by some pumpkins, squash, 
etc. placed in the left foreground. Mannequin to the 
right is posed against a complementary panel. Copy 
card is laid in center foreground. 














Arrangement: Here is a back-to-school promotion 
tor the younger set. The display is made up of 
several elements forming a single unit. 


Properties: Very little in the way of properties is 
used in this display but the arrangement of manne- 
quins and merchandise creates interest and appeal. 
The caption ‘Fall Washables’ is lettered onto a 
sample of material pinked at the edges. Attractive 
washable dresses in plaids, checks, etc. appear on 
the wall of the display as well as on the three 
mannequins, two of which are on skates. Copy 
card is placed at lower right. 








Arrangement: With the return of the school season 
we look to sweaters to play an important part in 
the college girl's wardrobe. This display consists 
of several elements to form a single unit. 


Properties: Background of the display is a photo 
blow-up of a campus building. Posted in front, 
against a brick wall, are four mannequins all in 
sweaters of high-fashion colors. Trees are placed 
on either side of the display and copy card is 
shown in center foreground. 
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-}COMING UP 





Arrangement: This display of men's country sports 
apparel is keyed to the first in this series. It is 
made up of two units, one merchandise, the other 
mannequins and merchandise. 


— ee 


Properties: Like the first sketch, an oak frame is 
used to enclose the display. | Outdoor country 
atmosphere is again suggested by the use of rustic 
fence and tree in the background. A large cut-out 
leaf is placed at the left and displays merchandise. 
The three mannequins are attired in country sports 
wear. Copy card is shown at lower right. 


.* 

















Arrangement: In this display is featured the college 
wardrobe for the American boy. It consists of 
three units. 


Properties: A high brick wall makes the background 
for this display. Against it are posed three manne- 
quins in campus sports wear. A tree branch 
appears over the brick wall to the right and a lamp 
post is displayed with center mannequin. Mer- 
chandise, such as related accessories, etc. is shown 
in lower foreground. Copy card is displayed to 
the right. 











Arrangement: Another back - to - school display 
teatures the young boy's apparel. It consists of 
two definite units; the seated mannequins making 
one unit, and the standing mannequins the other. 





Properties: A large tree trunk stands like a column 
in the background. A bench is placed in front with 
two seated mannequins looking very unhappy at 
the thought of returning to school. Two figures, 
stand at the left. Over their heads are suspended 
large cut-out leaves each bearing the name of 
some particular merchandise. Copy card reads, 
The only good thing about going back to school 
is buying our clothes at Blank'’s.' 
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...on and off the record 








Av 
Imn 


Shi 


—Richard Gorley was recently discharged 
from the armed services and returned 
immediately to display . . . and Erma- 
gene McLellan, who became Mrs. Gorley 
just a few weeks ago. Gorley is display 
manager for Falk's, Nampa, Idaho— 


"DESIG! 
-24 


—An inveterate fisherman, R. V. Wayne, Wayne Serv- 

ices, Miami, manages to take time off occasionally for 

a day on the Gulf Stream. The fish pictured here were 

caught off Tavernier, Fla., and include 18 mackerel, 

2 sailfish, a dolphin, and a grouper—not a bad day's 
sport for any disciple of Izaak Walton— 


—Probably next to her liking for 
great music, Sylvia Pegler most 
enjoys vacationing at Miami j y 

Beach. During business hours she ‘ { 
has much to do with formulating 
display and advertising for the 
retail clients of her firm, Marizon 
& Rosenberg Company, New York 

City— 


Pa 


oor wo ‘Wy. 
1} e 









—Rudol} i 
: ° Ph Loehnberg, display directo, E 


or Mayer's, Baltimore, for the p 
ast 


in 1935 “at the — United State; 









’ Fuehrer "' Uggestion of Der r 

; t t in a tour vehrer,"' as he : e 
—Another egret g armed —This is Sid Leve, who looks out citizen. He nb oie became « 
of duty et L. Novak, of Cleveland, after the display destinies of the = = State Institute hao oe 
4 spun back in civilian life and Three Sisters’ shops in the Chicago lev a Germany, and entered th ds 
h ndli display for Rosenblum’s, Inc., and suburban areas— Play field Il years ago at Th H b 

| 
ae of that city— Baltimore— “= y 


ae: 








REGISTERED TRADE MARK 


GENUINE STRUC 


O F 











n Stock 
Available 
Immediate 
Shipment 











DESIGN 
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for creating outstanding treatments for smart, modern 


They are flexible... 


rial 
remodeling construction. 





available in 8 foot and 12 foot lengths ... Any height 
can economically be treated. 
for store interior, backgrounds, equipment and display, 
; . durable ... modern . . extremely practical... 
for creating outstanding effects . .. at low cost. They 


shipment. Plan vour needs ... Place vour order now! 


A POPULAR DESIGN 
WITH HUNDREDS OF 
PRACTICAL USES. 
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Structural Bends covered with Wood Grained Paper create Smart Men’s 
Wear Window. Halls, Sheridan, Wyoming. 


Made of strong, tempered Masonite Presdwood, Structural Bends are a practical, 


easy to cut... 
Quickly interchangeable to meet daily or seasonal requirements. 


They are designed to meet the requirements of modern construction 
new construction, remodeling. st 
affording almost unlimited opportunities 
are 


ENDS ORIGINAL 


TEMPERED MASONITE 


For Moderu Kemodeliug aud Tew Courtructiou 


Send for 
Catalogue 
Blueprinting 
Seventeen 


Basic Designs 
Available 











"inexpensive mate- 
window backgrounds, interior and 
construct ... finish and install 
Seventeen basic shapes, 
any size area 





any shape 





Time tested 


DESIGNS AVAILABLE 


in stock, available for immediate 


DISTRIBUTED EXCLUSIVELY BY 


W. L. Stensgaard and Associates, Inc., 346 N. Justine St., Chicago 7, Ill. 














ELECTRIC TRAINS ARE BACK! 












Display Manager: 


the ‘train hungry fans 
vith this attractive window display. 
ill gauges. Simple, foolproof, yet plenty of action. Duralium 
rails provide perfect operation and eliminates wear on wheels 
and contacts. Demonstrator does not become a “‘used train’’. 
P away in permanent ‘‘Masonite’’ case between seasons. 
Use this as an early season window display to identify your 
tore “train headquarters” in your community. Later use 
Ss a counter demonstrator to conserve space and speed sales. 


MODEL No. 414582 
PRICE—$110.00 F.O.B. Los Angeles 


Shipping weight — approx. 150 Ibs. 


IMMEDIATE DELIVERY 
2% -10—Net 30 on approved credit 
discount, cash with order. 


| COLE-BUILT PRODUCTS 


1062 West 5ist Street, Los Angeles 37, Calif. 


“IN 15 “LL Ten 


a preview of the 1946 models 
Accommodates all models 





Give 


icks 


as 




















AND WHAT A BUYING SPREE THE 
1946 CHRISTMAS SEASON WILL SEE. 


BE PREPARED! 


Mr. Toy Buyer: 

Isn't this what you've always wanted? A means of 
demonstrating a number of trains without using up all of 
your flat counter space? 


HERE IT IS! 


Demonstrate any of the four trains at the push of a 
button in the space usually required for one train. Trains 
are presented in full view at eye level. Easy for youngsters 
to see. Trains in different price ranges can be compared. 
You will sell more high-priced trains. 


Displayer accommodates all trains—Lionel, Marx, and 
the new Gilbert 7%" gauge. Offset middle rail permits 
"HO" and "OO" to be run on same loops. Display is 
mounted on a chrome trimmed "Masonite" base 45" x 82". 
All metal is polished Duralium. Attractive color scheme 
of black, red, and polished metal. Completely wired for 
all operations. Individual switch control for each loop. 
Can be set up or dismantled in less than 15 minutes. 














Four Men’s Wear 


DISPLAY WORLD 


By BERT CALDWELL 


JULY, 194 


Essentials 


Assistant Display Director, Neiman-Marcus Company, Dallas 


N displaying men’s wear there are certain 


fundamental steps in achieving a_ well 


finished picture 
First of all, you must show a picture that 


will create in a man the desire to want 


what you have on display. In order to do 
main definite stages 
select the 


complement the 


this, there are four 
Setting 
that 


he ing 


1. Type ot You must 


type of setting will 


merchandise shown In showing 
different 


select a 


merchandise you 
that 


types ot must 


setting will be adaptable to 


each item. Many times it is easy to forget 
the importance the setting plays in selling. 

With this in mind, in showing a business 
suit, the in keeping 
the ordinary Therefore, you 
setting that would 
the atmosphere of after-hour leisure at 
A clean, modern display 
is necessary for the showing of these suits. 


setting must be with 


business day. 


would not use a create 


home or at play. 


In showing sports wear, the setting should 


tend to lean toward a carefree and leisure 


mood. QOutdoor scenes, hobby suggestions 


and travel motifs are best in presenting this 
type of merchandise. 

Following this line of thought, your set- 
ting should be in keeping with each type of 
merchandise being shown. 

2. Balance. Balance is one of the most 
important features in accomplishing a good, 
eve-appealing display. If the merchandise 
and setting are “scattered” throughout the 
window, the eye skims from one object to 
another, never resting on any one article 

Group the accessories with the article with 
which they will be 
business 


worn. For instance, in 
showing a suit, the 
should be hats 
complementary to the 


accessories 
and ties that are 
suit, adding shirts, 
shoes. As an added _ feature, 


pipes and tobacco can be added to give the 


shown 


socks, and 
window a masculine feeling. 

For other merchandise 
and pajamas, the 
slippers along with toilet articles, pipes, and 
sufficient to 
home. 

Every display 
companied with appropriate copy. This cop) 
should call attention to the outstanding 
feature of the merchandise. In all cases, 
copy should be placed in a prominent posi- 

[Continued on page 92] 


such as 
of house 


types of 
robes accent 


tobacco 1s create the idea ol 
leisure at 


3. Copy. should be ac- 


—Above, a display of hats in a modernistic 
setting and with an interesting arrangement of 
foliage. . . . Upper left, sport suits shown in 
an outdoor setting. . . . Lower left, promotion 
of "'Telocream" fabric. A screen was covered 
with the material and lighted from the rear; 
a drape of the fabric extends through the 
center— 
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HANGERS are BACK... 


and STEMPLER’S got them 


No. 3 NEW and DIFFERENT 
an all purpose 
KIDDIE PLASTIC HANGER 
12''—with plastic hook. 
Delicate in appearance 


yet sturdy in use. 


Buff, Red, Pink and Ivory colors. 


Available in Blue, 





























No. 4. 
hanger including clips rust resistant. 


DUBLE-VUE HANGERS 


Registered U. $. Pat Office 








Tite grip metal clip adjustable skirt hanger—entire 
Made of heavy wire. 


+ 


BARNEY ST 


28 Norfolk Street — 





Buy DIRECT!! 


HANGER SPECIALISTS SINCE 1900 


__.) No. OIMC 








No. OIMC. Another "HIT" number 
by STEMPLER. General Utility 
Hanger for Ladies’ Apparel—Use it 
for Skirts, Suits, Ensembles, Slack Suits. 


Write for full information — state quantities desired 


(SPECIAL DISCOUNT TO QUANTITY PURCHASERS) 


EMPLER & SONS, Inc. 


Orchard 4-1780 — 


New York 2, N. Y. 














ITS GREATZ% KNOW 


HOW NICE 
YOU WERE TO US DURING 


MARKET WEEK 


In Return, a Million 


THANKS! 


Hospitality is a Siegel tradition, backed by years of experience 
of satisfactory service to displaymen throughout the nation. 
Our showroom always offers new ideas and equipment for modern displays. At the crossroads of 
display — where displayman meets displayman. 








| 


NEW! DURABLE DORABLE MISS 


Here is an entirely new line of mannequins 
for the MISS, size 12, that will be a win- 
ning companion to the famous Durable 
Dorable Debs. 

See the Complete Line on 

Display in our Showroom 

ALSO ON DISPLAY, THE 

DURABLE DORABLE DEBS & DEARS 











MANNEQUINS .. . FIXTURES ... FORMS... SPECIALTIES .. . 
RACKS ... PLASTIC, WOOD. AND. COMPOSITION. NOVELTIES 


nat SIEGEL unc. 


37 TW. 


27th SF. 


NEW YORK CITY 18 
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TRAVEL IS IN THE AIR 


Over-scale suitcase painted on 


seamless paper background. 
Overscale luggage check. 


Overscale air travel ticket (on 
seamless paper) with itinerary 


of appropriate points. 


Dress forms protruding through 
ticket. 


Toy airplanes. 
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Che 


THE LURE OF THE OPEN ROAD 


Enlarged regional road map to which 
are’ attached toy houses, cabins, 
tent, sailboat, Christmas trees, auto- 
mobiles. 


Porch railing in the background. 


Wide pine floor boards, painted porch 
gray or green. 


Luggage on which men's wear can be 


draped. 
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MILEO MANVEQUINS ... 
The tit Number of 1946 





The new Mileo Mannequins, latest crea- 
tions of the leading mannequin stylist, were 
the undisputed hit of Market week. Every- 
one who saw the new line admired them, 
praised their beauty, their practicality. 


The new Mileo Mannequins are on display 
in the Mileo Studios; come in and see— 
and admire them. New in style and design, 
with the new lightweight construction, 
Mileo Mannequins—as ever—lead the field. 


Men, Women, Misses, Juniors, Boys and 
Girls of every age, Infants from six 
months up. 


{IM} P. C. MILEO, 7 W. 36th St. New York 18, N. Y. 


Just off Fifth aan? 


— 





































Nature’s Best! 


XMAS WREATHS, TREES and ROPINGS 


PRESERVED 


NATURAL HOLLY 
ITALIAN RUSCUS 
PRINCESS PINE 
BABY’S BREATH 
(Gypsaphilia) 


In natural, green, pastel shades, or frosted. 


FLAMEPROOF 


STATIS 

BRUSH PINE FIBRE 
BALSAM 

BIRCH BRANCH TIPS 


(open top wreath ) 


Wreaths mounted 


on heavy wire frames; ropings on heavy cord. 





Natural Xmas Trees, preserved and flameproof, 
in white and pastel shades, from 3’ to 8’. 





Write for price list, or, better still, visit our showrooms. 


ARTS AND FLOWERS 


MANUFACTURERS AND CREATORS 


43 West 56th Street (near Fifth Avenue). N. Y. 19, N. Y. 













































HE average single-handed displayman 
faced with the problem of 
displaying his merchandise at a mini- 


is usually 


mum of expense and, particularly of late, in 
the face of a shortage of display material. 
In this “No, sorry,” land we turn in 
peration to available. Here's 
what one such displayman found of use in 


des- 


whatever 1s 


the trash pile 

Large corrugated cardboard cartons; 

Burned out fluorescent lamps; 

2'% inch cardboard tubes from dry-goods 

and larger ones from linoleum rugs; 
Hat-boxes; 

Wooden lace-reels ; 
Grass or tule matting; 

Long cartons off window shades. 

We cut the “ears” off the and 
collapsed the larger ones, storing them on 
edge until cut up for panels. The sharp tool 
stroke “Cut-Awl” will 
thicknesses nicely for 


cartons 


on the adjustable 


handle three 


grilles, etc., though this material will require 


very 


some reinforcement. 

Various sliced out 
easily with a razor blade and covered with 
more ordinarily, with odd 


simple shapes were 
display paper, or, 
remnants or wall paper. 
cut from the good side of larger damaged 
cartons on their way to the discard and used 


Discs were usually 


we cut out the center of 
holly wreaths on both 
Smaller were 


in dozens of ways 


some and_ painted 


sides for post-trims. dises 
used as pedestal tops. 


Fluorescent lamps make beautiful pedes- 


tals and tables. We used them with large 
cardboard tube sections, belting them with 
24%” cardboard bands, top and bottom 


These belts, after stapling together at the 


propel $1ze, were covered with marble Or 


wood grain paper and slipped over the ends 
of the assembly which was originally put 
together with Scotch tape. 

Linoleum and plywood discs, nailed to 
wooden spools, used to come on the ends of 
make attractive 


pedestal caps and bases when covered with 


linoleum in rolls and very 


almost anv available fabric or decorative 


paper flexible enough to staple on without 
tearing. 
We were limited to 3- and 4-foot lengths 


until we found the lamps might be safely 
cut by first relieving the vacuum. A sharp 


tap on an ice pick between the end terminals 


will usually do the trick without blasting 
off the inner coating if not withdrawn too 
quickly. The tubes may then be scored by 


revolving under an ordinary glass-cutter and 
littl 

pressed 
Keep a 


lamps for 


practice will snap off cleanly 
slightly cupped 
handkerchief between 


with a 
when down on ia 
table 


and the 


vou 
this 
“explode” 


safety’s sake in 


operation, although they won't 


after puncture \ piece of cellulose 


tape 


around the cut ends, tucked in, will facilitate 


handling and add to their durability. 
\ set of oversize hanging lanterns were 
made last Christmas utilizing these punc- 


tured lamps for corner posts. 
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Something Out Of Nothing 


By J. PHIL PREDDY, 
Graber's, Blytheville, Ark. 


The half-round tables for the millinery 
department made from = scrap sign 
frames, old wallboard and goods box ply- 
wood, utilizing wood-grain paper to cover 
tops knee double mirror 
mounted over the completed an 
attractive unit. 

The most effective use we made of the dry 
tubes making mitred chain. 
In units of 12- x 8-inch links, with a larger 
link at the bottom, they were swung from 
the ceiling, and lightweight millinery heads 
set in the lower links to display Christmas 
millinery. Red and green hats were shown 
with poinsettia decoratives. The chains were 
finished a flat white and bleached batting 
was built up on the top-side of the links 
before receiving a liberal shower of mica. 

The large cardboard tubes from composi- 
tion rugs were covered with foil paper, ends 


were 


recesses. A 
division 


and 


goods Was in 


folded over and wallboard discs wedged in 
snugly, top and bottom. A few pins driven 
through this foil are hardly noticeable and 
anchor the ends neatly. Very little linoleum 
has been coming through for some time and 
we seldom any more large tubes, 
but they can be ordered now through dis- 
play sources and used in many ways. 
Quickly made light-duty pedestals were 
constructed by pasting or stapling marble- 
paper around empty hat boxes, covering the 
top with some fabric and forcing the top on 
again 


receive 


With cardboard boxes and shimming 
or a few crating strips tacked between 
corrugated board for reinforcement they will 
carry a surprisingly substantial weight. 
Several heavier-duty pedestals were made 


from discarded wooden lace reels, paper 
covered concave sections from hat boxes, 
and wood-grain covered dry-goods tube 


sections. 

Large wallboard and “Masonite” discs off 
broken mirrors were used with these handy 
which stacked like hot- 
cakes, to suit the displayman’s need. 


pedestals, can be 

Much of our imports “made in Mexico” 
come wrapped in grass, or “tule” matting. 
You've seen a great deal of this worked up 
as standard display material. We nailed it 
around apple crates for pedestals and foot- 
ings, covered display plaques with it, pulled 
it back into bale shape around tables to 
carry heavy weights. We found that plaited 
grass rope makes a nice “gimp” to use as 
a finish around the edges, or to suspend 
staggered size discs on a slant. 

Window coming back to a 
tattered world and they’re coming in nicely 
shaped Cut the “ears” off the 
third carton into the 
ends of two that have clean corners. Adjust 
them to the heighth of your windows and 
cover with anything to suit your fancy. Let 
the covering staples or nails anchor the 
three cartons together and you have a very 
light column which can be shimmed tightly 
almost anywhere in your windows without 
Scotch or 
gummed tape on the back seam makes a 


shades are 


cartons. 


opened end, force a 


damage to floors or ceilings. 
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neat job and a band or two, top and bottom, 
will give an attractive finish. About an 
inch shorter than window heighth is right 
for easy handling. 

Probably you've done most of these things 
or something similar. Perhaps your schedule 
has been too crowded to permit “fooling 
around” with these make - shiits. Some 
people will possibly tell you that this is 
“kindergarten stuff,” but show me a display- 
man who enjoys his work and I'll show you 
a boy at heart, who gets a tremendous kick 
out of making something out of nothing. 





Gardner Names Stoodt 
To Advertising Post 

Gardner Displays Company, Pittsburgh, 
has announced the appointment of Robert 
N. Stoodt to the position of assistant adver- 
tising manager, serving under Robert E. 
Quaid, who heads the department. 

Stoodt has been associated with Gardner 
for over nine years, and during that time 
served in various capacities. Throughout 
the war, he was purchasing agent for the 
company, and for the past seven years he 
has been editor of the Gardner employee 
house organ, “Gardner Gleanings,” and will 
continue to edit this publication in his new 
capacity. 

The department of Gardner 
Displays is being expanded to take over all 
sales promotion and public relations work 
for the firm. 


advertising 

















Keep 
if up... 





—This is the USO poster which is being dis- 
tributed for the campaign in behalf of the 
United Service Organizations. The importance 
of continuing USO support is being impressed 
on retailers, many of whom will use full dis- 


plays to back up the drive— 
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Unbreakable 
Lxquisitely Modern 


Hexco LUCITE 


Half-round PEDESTALS 


e CLEAR GLEAMING LUCITE 
e ULTRA - SMART 
© LIGHT WEIGHT 
e UNBREAKABLE 
@ MANY USES 
e WASHABLE 


One of the most practical fixtures made for building 
up displays for windows, display cases and for 
counter displays. 91/2" in diameter. 


8" high each $4.50 
12" high each 6.00 
16" high each 7.50 


Glass Shelves with Round Ends 


16" circle each $3.00 
12" x 24" each 2.75 


15" x 36" each 4.50 
FILLS THE BILL FOR SHOWING 15" x 48" each 5.50 


EVERY LINE OF MERCHANDISE 


HECHT FIXTURE CoO., 212 S. FRANKLIN ST., CHICAGO 6, ILL. 


FALL ano BACK TO SCHOOL PROMOTION 


MP) 8 NE P> BER SG 


Vine brick with Fall foliage 
Colorful — Unique — Effec- 
tive. Availoble on red brick 
and on wine over white brick. 


FALL AND BACK-TO-SCHOOL PROMOTIONS 


Color speaks in the Fall . . . from the flaming 
reds of the maples to the yellow banners of the 
birch, all nature paints the earth in a riot of col- 
ors. TIMBERTONE creations capture and repro- 
duce Fall in all its glory. Employ TIMBERTONE’S 
true, rich colors in your Fall displays for 


ER hentic and believa SO tm ; 
TIMBERTONE TIMBERTONE DECORATIVE co. av¥then be ble seasonal atmosphere 
A gg. 15 West 24th Street * New York 10, N. Y. 
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The Designer's Page 


By A. EUGENE CLAUSSEN, Art Director, 
J. Rogers Flannery Jr. & Associates, Pittsburgh 


The fall display ideas shown on this 

page are easily adapted to any type 

of merchandise. The football window 

is especially adapted to an accessory 

line, while the panel background idea } j 

with leaves is especially good for AN eatin ae — 3 os a 
displaying mannequins, both in front era 7 mais fawn cae 3 re 
and in back of the cutout openings, f tg A a pe. 1%: oh : ‘tle 


plus an accessory line in the center ¢ "we Be. a 173i. oP AES: naa f= sum 


panel. Coloring either of these dis- , oe Py ‘ was 


On | 


plays with spotlights is of equal im- 
spor 


portance in creating attractive win- 
cost 


dows. 
Wille 
and 
wea 
blue 
cori 
was 
The floor of this window will be covered with dark toned knotty pine boards or wall- and 
board. The football field is grass matting, mounted on a light wood framework. sett 
Yard lires can be of heavy metal, painted while; these are raised slightly above the the 
grass matting. Goal posts are wood strips, painted white, The indication of a grand- are 
stand in back of the field can be made of heavy cardboard, or light wood strips scored ciew 
in a step arrangement, painted a light gray-green. Paper cut-out pennants are used Sihe 
on wood sticks at the top. Two large paper chrysanthemums are at the left, with , 
ribbons in school colors. The entire background of the window can be covered with 
light yellow seamless paper. 


The two large frames at the right are 4 feet by 8 feet in size and are made of rough 
cut or crating lumber, painted in white with a rubbed off finish. The large frame at 
the left is of the same material and finish, but is made in a size approximately 
8 feet by 8 feet. Wallboard with the leaf cutout is mounted on the back of all of 
these frames. The large panel at the left is to be painted a bright red-brown. The 
center panel can be bright orange, and the right panel a bright red. The entire 
background of this window is covered with light yellow seamless paper. The size of 
these units may vary, of course, with the varying conditions in sizes of windows or 
display areas. 
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LOS ANGELES REPORTING 


[Continued from page 47] 


a beach scene. Construction board cut- 
outs of flamingos were used in the back- 

ind. At one end, a large fishnet was 
oped from the ceiling, and various 
othy Gray products were fastened to it. 
arge papier mache starfish, partly in the 
at corner. Paper cutouts of 


Was one 


quin, dressed in a swim suit, was 
ted beneath a display version of a beach 


umbrella. 


less paper, and white sand was used on the 
floor. The display was framed by two shut- 
ter-doors which aided in giving the desired 


S¢ 


mi-tropical effect. 

Display Director Claude Gardner at 
ilverwood’s used a series of windows en- 
Right Into Summer” for his 
vacation displays. A large easel 


oe 
titled “Go 


summer 


was placed in the center of each window. | 


On each easel was a painting of a vacation 
sport, and the display featured the suitable 
costumes for such sport. 
window showed the vacationer aquaplaning, 
and the merchandise displayed was beach- 
wear. The was draped with 
blue cloth, which curved gracefully to the 
corners of the window. A tray of live plants 
was placed immediately beneath the easel, 
various rounded off the 
This series of displays, as well as 


easel 


and accessories 
setting. 
the aforementioned Fourth of July displays, 
are especially notable because of their 
simplicity — a decided departure from 
Silverwood’s previous displays. 





CHICAGO DISPLAY SCENE 
[Continued from page 51] 


and turquoise were the colors of the furni- 
ture, and these were picked up and carried 
out in the decorative scheme of the walls 
and ceiling, along with chalk-white for ac- 
cent. 


Next is seen another corner window, this 
one featuring wearing apparel for the 
Ravinia Music Festival—an annual outdoor 
concert which is held in a woods in the out- 
skirts of Chicago. 
was reproduced, and a section of the woods 
to give the rustic effect which characterizes 
Ravinia. 





\nd finally there is another Field display, 


this with a posteresque character for 


one 


iss and reeds edged the background, while | 
at the other side of the display a manne- | 
shown | 


The background was dark seam- | 


For example, one | 


heavy | 





The actual ticket house | 


the purpose of delivering a forceful message. | 


support of the program for famine relief, 
e small American child is seen sharing her 
read with hungry Chinese children. 








We invite DISPLAY WORLD read- 
ers to make frequent use of the 
Service Bureau for information on re- 
sources for all types of display mate- 
rial and equipment from air brushes 
to zebras (stuffed), or for general con- 
sultation on display problems. No 
charge is made for this service, of 
course. 
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No. 3113—the perfect ornament with 
hundreds of display uses. Attach to 
background or hang anywhere. Conven- 
ient hole for tack or string. In single or 
double face .. . in Silver and the follow- 
ing colors: Chartreuse, Light Blue, Gold, 
Royal Blue, Purple, Fuchsia, Lavender, 
Xmas Red, Xmas Green. Sizes from 2'/2” 
thru 8”. Write for price list. 


My 
RROp Sr ’ 
> 





31 WEST 31ST STREET - NEW YORK I,N.Y. 27 East Monroe St. (Werner Lewy, Repres.) CHICAGO, ILL. 














Thank You '/ 


It is a pleasure for us to take this opportunity to thank our 
many friends who visited our showrooms during New York Dis- 


play Market Week for the very enthusiastic acceptance given 


our complete line of Fall and 


Our representatives are looking forward to seeing all of you 


soon with our superb line of Christmas Displays. 


an opportunity to select your r 


without the pressure that preva 


GUS R. MITTELMARK 
WILLIAM E. KAY 


Specialists for Th 


Decorative Flowers, 





DECORATIVE DISPLAY CO. 


70 West 40th Street, New York City 18 


Xmas decorations. 


You will have 


equirements more leisurely and 


iled at New York. 


MERTON L. MITTELMARK 
CHARLES COHEN 


irty-Five Years in 
Arts and Novelties 
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—At left, by Frank Vermilye, Maison Blanche Company, New Orleans. . . . Center, by Sol Kamensky, J. A. Kirven Company, Columbus, Ga. . . . Right, 
by Louis A. Banks, Hale Brothers, San Francisco— 


permit a wider range of related merchandise 
display without confusion, and in general 


° are easier to handle. 
a in OO Sse The five displays pictured here are excel- 
lent examples of how narrow window space 


can be used with great effect. 
In the first one, by Frank Vermilye, 





Maison Blanche Company, New Orleans, 

arrow ace the window was framed in white and blue 
p ruffing, to which white daisies were affixed 

at irregular intervals. Millinery heads sus- 

pended from the ceiling were also trimmed 


, ae with the ruffing and daisies. The copy card 
HERE is no reason why a good display displaymen have deliberately divided large veal: “The Lid O8 Ge Bat Box” 


can not be created for a_ relatively windows into two or more narrower areas é ; : : Z 
: Next is a window by Sol Kamensky, J. A. 


Kirven Company, Columbus, Ga. The sole 
decorative treatment consisted of applying 
cut out geometric or irregularly curved 
figures to the background, with lengths of 
black ribbon stretching from blank mil- 
linery heads to a silhouette cut-out at the 
upper left. The colors involved in the dis- 
play were black, beige, and turquoise. 

A very striking display for DuBarry 
“Primitive Red” is illustrated at the upper 
right. Done by Louis A. Banks, Hale 
Brothers Stores, Inc., San Francisco, it has 
a background of rough, slightly curving 
strips of wood held together by cross strips 
at the top and bottom. On a pedestal be- 
fore this screen are three tall, slim drums 
which serve as displayers. Spotlighting was 
the only illumination. 

For zodiac compacts of plastic, Frank 
Vermilye used a plastic bowl to hold some 
of the merchandise, while rising from the 
bowl was a spray of stars bearing the signs 
of the zodiac. From the ceiling hung clouds 
of blue spun glass. In another half bow! 
resting on the floor still other compacts 
were shown among spun glass. 

Donald D. Kester, Rothschild’s, Kansas 
City, did the final display for “Expanso’ 
shorts. The clothesline and the dogs were 
an amusing touch, while the two dogs 
pulling at the pair of shorts demonstrated 
their expansion qualities. 


narrow space, and many well-known on the theory that they have more interest, 


—Below, by Frank Vermilye. . . . Lower right, by Donald D. Kester, Rothschild's, Kansas City— 








WRITE FOR COMPLETE DETAILS AND PHOTOGRAPHS 


WADI 


Live Model Draping 


Features Party 
The old-fashioned 





display art of live 
odel draping was revived for the benefit 


cocktail 
magazine for 
Stan- 
seven 


those attending a recent party 
ven by Woman 
vertisers and their wives. 
well-known draper, 
wns in this manner, each requiring less 


Today’s 
Bascom 
designed 





Hi 


than a minute to complete. 

Old-timers in this field recall the 
displayman had to have 
when Herman 
City, 
excellence. In 





will 


days when every 
some ability at draping, and 
Frankenthal, of New York 
garded as the draper par 
those days almost every display convention 


Was fre- 


featured a draping contest. 


lvel Affiliate 
ls Formed 


Macmullen 
of an affiliate of Ivel Construction Corpora- 


Associated, Inc., is the name 


tion, New York City, formed to produce 
advertising displays, interiors, and conven- 
tion exhibits. J. H. Macmullen is 
manager, M. N. Kirshner is art director, 
and H. Lightman is production manager. 
All three were with the Display Guild, New 


York City, for a 


Change Of Location 


For Zemitzsch 

Larger quarters at 411 North 11th street, 
St. Louis, have been taken by the Walter 
E. Zemitzsch Decorative Company, formerly 
located at 1627 Washington avenue 


sales 


number of vears. 


New Bulkley, Dunton 
Display Catalogue 
The 


lished by 


new fall-winter display folio pub- 
Bulkley, Dunton & Co., 295 Madi- 
son avenue, New York City, is illustrated 
with clever, sophisticated drawings and con- 
selection of materials 
approved by America’s 
The catalogue 


tains “a distinctive 


developed for and 


leading display specialists.” 


TELEPHONE: 


FLORENCE AND GILBERT LAURENCE 


164 WEST 25th STREET + N. Y. C. 1 


CHELSEA 3-1550 


display materials in 
for the majority 


features 20 different 
dimensions suitable 
of windows and other store-wide uses. All 


most 


materials are available in an extensive range 
of colors and color combinations. There are 


many ideas for backgrounds, showcases, 


panels, props, columns, signs, banners, trays 
and scrolls. 

With aluminum foil back in civilian 
duction again, Bulkley, Dunton is offering 
materials of plain, laminated, 
and foil, striking 
combinations with soft, velvety textures. 

The display folio is now being distributed 
by Bulkley, Dunton’s offices in New York, 
Angeles and by dealers in 


pro- 
several em- 


bossed colored some in 


Chicago, and Los 
the company’s display materials 


Claudio Is Display Head 
For New El Paso Store 


Ray Spears, manager of Robinson's, El 
announced _ the 
Claudio as display 
formerly first 


the same 


newest store, has 


Paso’s 
appointment of Tony 
Claudio, who 
White 
city, will have Gus Baca as his assistant; 


White House for the 


was 
House, of 


manager. 
assistant at the 
Baca was with the 
past six years 
Wise Heads Display 
For Oklahoma Firm 

Formerly a free-lance in New 
Robert Noel Wise is now display manager 
for Peyton-Marcus, Oklahoma City. Ruth 
Wilie, who had held the position, is now 
with the display department of Neiman- 
Marcus Company, Dallas. 


York City, 
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A New Approach 


To Store Television 


By IRWIN A. SHANE, 
The Televiser, New York City 


“Intra-store television will probably come into existence long before commercial 
tele stations are operating generally around the country. The chances are three to 
one, and better, that many a leading department store in cities of over 150,000 will 
have television long before the store's town has a television station on the air." 


l is generally agreed that television will 


have a profound influence on retailing, 
and, conversely, retailing will have a 
profound influence on television. When 


television arrives, whether in six months or 
should play a_ very 


important part in television. 


two years, retailers 


Today, there is a total of ten television 
Three 


York City, two in 


broadcasting stations in operation. 
of them are in New 
\ngeles, and one each 
in Washington, Philadelphia, and Schenec 


tady In other 


Chicago, two in Los 


words, television. stations 


already cover areas that include 37 per cent 
of the country’s population. 
problems that block the 


construction of commercial tele- 


Because of the 
immediate 
Vision stations—problems such as the high 
cost of studio equipment, problems of pro- 
fewer than 50 cities out of 
140 metropolitan areas are 


gramming, etc 
represented by 
applications before the Federal Communica- 
tions Commission for station licenses. 

iv all intra-store television 
will probably come into existence long be- 


indications, 
fore commercial tele stations are operating 
generally around the country. The chances 
are three to one, and better, that many a 
leading department store in cities of over 
150,000 will have television long before the 
store’s town has a television station on the 
air. Think what that will mean to a store 
to be the first in its community to have 
television 

Compare $25,000 to $40,000, the cost for 
an intra-store television system, to $350,000 
to $500,000, the cost tor a broadcast tele 
station! 

Intra-store television is television. that's 
confined to the four walls of a store. It 
originates in the over the store’s 
cameras, and is carried to screens located 
throughout the store by 
cable 


store, 


means of coaxial 


Because the television pictures are 
through the air, no FCC 
license 1S required 


not broadcast 


intra-store 
television? They are many, but principally: 

lL te low-traffic 
departments by dramatically merchandising, 
by means of television, slow moving pro- 
ducts. 

2. To step up the flow of traffic by 
directing it to specific departments, espe- 
cially on peak frequent 


What are the retail uses of 


increase the traffic of 


days, by visual 


announcements. 
3. To slow down traffic on non-peak days 
by announcements of special tele features 
to take place at certain times of the day. 

4. To flash hot merchandise items a few 
minutes after they are received by the 
store—instead of waiting days for art work, 
copy, plates and final newspaper insertion. 
This means quicker turnover of merchan- 
dise. 

a. average 
sales check by encouraging tie-in sales. <A 
woman, comfortably 


» appreciably increase the 
seated, buying a pair 
of shoes for example, may likely see hosiery, 
attractive spring hats, scarfs, gloves, blouses 
or house-dresses flash on a television screen 
nearby to subtly remind her, or engender a 
desire in her, for these additional items. 

6. Through intra-store television, a store 
can enjoy vastly increased store traffic by 
locating screens in store windows and by 
flashing an interesting array of merchandise 
for people to see and want. 

Department stores have not been asleep 
to television’s vast advertising and mer- 
possibilities. They've been in 
the forefront of television’s progress right 
from the start. In 1939 and 1940, demon- 
stration television units were already tour- 


chandising 


ing department stores from coast to coast. 
In Chicago, stores like Marshall Field and 
The Fair are already on the air 
WBKB with programs one or 
Macy's, in New 


over 
more times 


a week York City, pre- 


sented a weekly television program for 
twenty weeks last year. MceCreery’s, also 
in New York, used: television and so has 


OLY, 
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the John G. Meyers Company, of Albany, 
Gimbel’s, of Philadelphia, started on May 


15 to sponsor a regular half-hour program 


on WPTZ, Philadelphia. In New York, 
the John Wanamaker store now houses 


the downtown studios of Station WAB))- 
DuMont. They are the largest television 
studios in the world, occupying half a 
million cubic feet of space. 

Department store television is a_ very 
important factor in all television thinking 
and planning for the future. Because tele- 
vision will be an important medium jor 
department stores, and because retail dis- 
playmen will play a most important part 
in the retail television picture, it 1s proper 
to analyze and discuss objectively what's 
been done so far in intra-store television, to 
analyze what was done by my two good 
friends, Gimbel’s, of Philadelphia, and B., 
Gertz, of Jamaica, Long Island. 

That the intra-store television demon- 
strations, from the technical and program- 
ming points of view, did not come off too 
well was to have been expected. The Tele- 
viser made a careful investigation of the 
two experiments. We came to the follow- 
ing conclusions : 

If television is going to work properly 
in a department store, there must be careful 
planning, with enough time allowed for 
proper installation and testing of equipment. 
Hastily improvised arrangements only bring 
heartaches to all concerned, and disappoint- 
ment to an expectant public. 

Cameras and control equipment should be 
designed department 
use. Until such equipment is designed, it’s 
best that a moratorium on further intra- 
store television be called—lest these demon- 


especially for store 


strations boomerang. 

Stores should strive for utmost simplicity 
in their programming. 
involving many 
the beginning beyond the capabilities and 
budgets of the average store. Stores should 
learn television step by step and not try to 
become Ziegfelds overnight. 


Elaborate programs, 
actors and scenes, are in 


Stores should use professional talent only. 
Volunteer performers, unless well trained and 
experienced, will show up very badly on a 
television screen. 

Before the public is admitted, 
should dress rehearse both equipment and 


stores 


programs after store hours, for several days 
or a week to iron out the “bugs”—not after 
thousands of persons from everywhere have 
assembled to see the magic of television— 
only to see blank screens, voiceless faces 
with moving lips, distorted pictures, poor 
camera work, heavy shadows resulting from 
poor lighting, etc. These defects should be 
corrected during closed technical and dress 
rehearsals. 

Department should not oversell 
television. ~Disappointment and frustration 
will follow if the intra-store television does 
not come up to expectations. 


stores 


Stores must provide adequate budgets 
and competent personnel. 
Programs ot 10 minutes duration are 


much too long. 

Television receivers should not be con- 
fined solely to viewing rooms. 

After the first flush of novelty wears off 
it seems to us, people won't stop to hunt 
for a viewing room to watch merchandise 
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and spot entertainment flash on a television 
screcll. 

Tie most effective way, we 
utilizing television in a department store is 


believe, of 


to ve screens where customers involun- 
tariiv and subconsciously see the moving 
jmazes of merchandise or services as the 


customers make their way from department 
to department and from floor to floor. 
Screens should be out in the open. 
should, if necessary, be suspended from the 
ceilings, or mounted on ledges or pedestals 
at all strategic points where they will not 


They 


physically impede traffic, or where their 
presence will not cause congestion. Tele- 
vision screens may be located even on the 
first and second floors, or the third and 
fourth floors if they’re heavy traffic floors, 


if there 1s a means of having the screens 
turned on or off by remote 
trafic conditions require. 

If television is to be utilized to direct the 
flow of traffic, to increase tie-in 
perform its destined merchandising function, 
television screens—I repeat—must be located 
wherever there is traffic. 


control, as 


sales, to 


I can already hear the vociferous objec- 
tions of store managers who want nothing 
to distract a customer. However, if the 
message is brief—of not than 20 
seconds duration—an important sales mes- 
sage can be put across swiftly without inter- 
fering with the normal thought 
of a woman hell-bent on buying a girdle or 
a pair of nylons. 


more 


pre cesses 


should 
visual 
store 


intra-store tele 
foremost for the 
presentation of merchandise and 
services. Visual announcements, however, 
should not be longer than 20 to 30 seconds 
m peak trafhe and 60 seconds on 
moderate traffic hours, for the 
following reasons: 


1 


1. Announcements of 


A store’s 
be used first 


system 
and 


days, 

days and 

brief duration 

will not tie up traffic, not even on the first 
nor will they 

in the immediate act of making a purchase. 


such 


few floors; distract a person 


2. If shown in close-up, most pieces of 
merchandise will register well and make an 
Impression on a customer's mind, bringing 
about the desired results. 

3. Brief announcements 
as reminder advertising, the primary 


serve effectively 
func- 
tion of intra-store television. 

$ A 


duration, 


visual commercial of 60 seconds 
because of the 
equivalent easily to a 
announcement of five minutes. Psycho- 
logical have demonstrated that the 
memory retention television is 10 
times greater than any other media. 

Such brief visual announcements are 
and inexpensive to prepare. No 
elaborate staging is necessary. No expen- 
sive talent is required. 


visual animated 


quality, is spoken 


tests 


value of 


Casy 


More commercial announcements are 
Possible in a given telecasting period; more 
lepartments and more merchandise can be 

tured. 


\ brief commercial would work as follows: 

\ customer in the store hears a quiet chime, 
as NBC uses. She looks up at the 
screen and faded-in, in close- 
an attractive model, on whose head sits 
rky little bonnet. As the model slowly 
head to customer all 
s of the lovely Dache creation, a dulcet 


[Continued on page 84] 
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MANNEQUIT 
REFINISHING 
Tee ER 


gives style and beauty to your old mannequins — 
excitement and drama to your new fall merchandise. 


REPAIRED, RESTYLED, REFINISHED 


Your old mannequins in Ceramic Finish with its ~ 
antique lustre and the new soft plastic hair-dos lends — 
magic to your displays and good common sense to 
your budget. Or if you prefer, have your manne- 
quins refinished in natural skin-tone with soft-textured 
horsehair wigs and a harmonizing, sketchy. makeup 
to give sleek sophistication. 


WRITE FOR MANNEQUIN REFINISHING FOLDER 
AND OUR NEW MILLINERY HEADS CATALOGUE 


« 
s 


= U UDG Coes 


88 COLUMBUS AVENUE at 64th STREET 
NEW YORK 23, N. Y. @ TRafalgar 7-1729 
















A NEW AND ORIGINAL LINE OF 


Haat 
a 


In tapestry, carpet, snow, and grass effects in all standard 
Also in silver and tinsel. Special giant poinsettia 














For floor, backgrounds and panels. 
colors and many color combinations. 


design for Christmas. 
Made on heavy waterproof parchment sixty inches wide. The price is right. 


MANUFACTURED AND DISTRIBUTED BY 


A. B. SALIGER 


62 GRAND ST. Tel. WO 5-6913 NEW YORK CITY 13 
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ight 
isplay 


EWEST developments in the use ot 
“black” light for retail merchandising 
were demonstrated when 
the Ohio Display Association met in Cleve- 


land, May 24-206. Halle 


Brothers city, in- 


effectively 


Robert Gordon, of 
Company, of the 
of the conference by 
presenting a window setting in the form of 
a beach 


same 
trigued a meeting 
scene, incorporating in the one 
all the latest applications of 
fluorescent materials 

The theme of the display was “Color! The 
most important 
wardrobe.” 


display almost 


sun-time 
It was illustrated by placing a 


factor in your 
mannequin, wearing a two-piece beach suit, 
in front of a rattan screen of open scroll 
design. The held a 
floor was strewn with sand 
shells. All 
those that 
hundreds of 


mannequin’s hands 


seine and the 


and ornamental were articles 


similar to have been 


used by 
stores for beach 
lights 
converted 


displays of 
auditorium 
ultra-violet 


apparel, but when the 


were lowered rays 
this display into one of such extraordinary 
appeal that it 


enthusiastic ap- 


brilliance and imaginative 


stirred the spectators to 
plause 

The seemingly ordinary items used in the 
demonstration were all fluorescent The 
green beach suit was fashioned of fluores 
cent rayon sharkskin, waterproofed. The 
rattan screen had been painted with pearl- 
white fluorescent -enamel which 
brilliantly when the black 


light was turned on. The seine had been 


lacquet 
glowed white 
dipped in fluorescent liquid-for-fabrics in a 
color known as sodium yellow The orna 
mental shells were brushed at random with 
fluorescent hues, 
and the sand was. sprinkled with invisible 


powde I 


water colors of various 


which fluoresced a 


shimmering 
vellow-green under black light. 

The showcard used to indicate the 
ot the itself a 
feature of the demonstration. 


theme 
display was fascinating 
The lettering, 
executed in fluorescent water colors, glowed 
under black light with liquid brilliancy. 

natural 


it appeared in deep 


The mannequin was used in its 


state In consequence, 


shadow when black light was directed on 


the display, and the attention of the spe 


taters was thereby effectively focused on 


the beach suit and the accessories which 


have been described 
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THE IMPORTANT 
FACTOR IN YOU 
SUMMER WARDROBE 


In arranging the display, Gordon had the 
collaboration of Brothers, Cleve- 


land, manufacturing research chemists and 


Switzer 





engineers who have done much toward mak- 
ing the use of black light practical for 
display. 
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City Stores Displaymen 
Have First Meeting 


Di-play the 


of 
City Stores Mercantile Company held their 


directors from 11 firms 
frst meeting in New York City during Dis- 
play Market Week. The importance of dis- 
play in modern retailing and the necessity 
for close cooperation were stressed by Saul 
Cohen, head of City Stores, and Meyer Feld- 
man. vice-president and general merchan- 
dise manager; the latter acted as chairman 
during the meeting. 

A discussion of various display problems 
was held, and it was agreed that these prob- 
lems and recommendations concerning them 
would be submitted to the meeting of City 
Stores presidents on July 14. Arrangements 
were made for members of the group to 
send photographs of their displays to others 
in the organization, and to exchange display 
properties. A central buying service in New 
York City will be available to aid in pur- 
chasing display materials. 

Among those attending the meeting were 
Wells Werner, Oppenheim Collins, New 
York City, who was elected chairman of the 
display group; Thomas Comeford and F. 
Vees, Lit Brothers, Philadelphia; Joseph 
Apolinsky, Loveman, Joseph & Loeb, Birm- 
ingham; W. S. Klein, Richard Store Com- 
pany, .Miami; .Frank .Vermilye, . Maison- 
Blanche Company, New Orleans; Frank R. 
Splan, R. H. White Company, Boston; A. L. 
Sellman, Oppenheim Collins, Philadelphia; 


Kenneth Morgan, Kaufman Straus, Louts- 
ville; D. Dodd, Oppenheim Collins, Buffalo, 
and .A. .Haverback, .Oppenheim . Collins, 


Bro oklyn. 





Display Contest Scheduled 
For Notion Week 

National Notion Week will be held Sep- 
tember 7-14 under the sponsorship of the 
National Notion Association, and handled 
the National Needlecraft Bureau, Inc., 
383 Fifth avenue, New York City 16. Stores 
wishing to participate can obtain especially 
display material from. the 
address given above. Department store ma- 
terial consists of two display cards, 14 by 
I8 inches, plus a booklet of timely promo- 
Chain and 
variety stores will receive, on request, the 


by 


designed free 


tional suggestions for displays. 


two display cards and one poster, 48 by 18 
inches in size, plus the brochure. 

For the most outstanding notion windows 
on view during the promotion there will be 
prizes of $100, $50 and $25 in each of two 


groups—one for department stores and the 


other for chain and variety stores. In case 
of a tie, the tying contestants will be 
awarded prizes of equal value. Entries must 
consist of a photograph, at least 5 by 7 
inches, sent to the National Needlecraft 
Bureau. and postmarked not later than 
September 28. 





Displays Suggested 

In Simmons Brochure 
» aid in the display of its “Electronic” 
ket, The Simmons Company, Merchan- 
is’ Mart, Chicago, has produced a 12-page 
hure showing a variety of department 
Mis slays. The company also has arranged 
irnish photographs and blowups suitable 
display, showing the benefits obtained 
the electrically-heated blanket. 
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your 


MARKE 


VICTOR HAIDA 


149 West 24th Street 





MANY THANKS 


for 


your orders and 


cooperation 
during 


a 


kind 


T WEEK 


DISPLAYS, INC. 


New York City || 














This 


MERCIAL 
oy 0 ART 


These books save 
essential 


Instructions 
and examples give the artist visual instruction, inspiration, and models 


COMMERCIAL ART 


Home-Study Course helps men 


get ahead 


Here are five books giving practical material for the display craftsman 
who wants to improve his technique and handle a wider scope of work 
These books take up thoroughly the best-paying types of commercial art 
work, show what sells, and how it is ‘produced They enable you to 
brush up on fundamentals and special points of technique—they teach 
you the essentials of doing representative drawing, fashion figure draw 
ing, ali kinds of lettering, rendering of commercial subjects of many 
types, practical design—just the type of material you need to handle 
the most popular forms of advertising and commercial illustrations, 
displays, layouts, ete. 


McGraw-Hill Commercial Art Library 


that gives 


the reader’s time with brief, punchy text 
illustrations 


in usable form In addition many 





of many types of work. Old-fashioned, standard, and modern letters, 

alphabets, and scripts; advertising illustrations; posters; show-cards; 

book and printing designs; fashion drawings; practice forms; renderings 

in many mediums; etc.—more than 1300 illustrations in all form a feature 

alone worth the price of the Library. You get this, plus complete, 

step-by-step instructions, written by specialists—all the material you 

need to carry on a definite improvement plan and make more money 

‘ i 

- ON-APPROVAL EXAMINATION COUPON ‘ 

5 VOLUMES ‘ ‘ 

1278 PAGES + McGraw-Hill Book Co., 330 W. 42nd St., N. Y. 18 ; 

HUNDREDS ‘ Send me the McGraw Hill Commercial Art Li ' 

+ brary, 5 volumes, for 10 days’ examination on ap- 4 

OF $ proval. In 10 days I will send $1.75, plus few $ 

ILLUSTRATIONS * cents postage, and $4.00 monthly till $21.75 is paid, » 

AND ‘ yall return books — (Postage paid - ‘ 

EXAMPLES ' pi accompaniec yy remittance of first insta ’ 

: : 

‘ ’ 

+ Name - 

. . ‘ ’ 

Save $2.75 with Library offer t Address 
Bought singly, the books in this Library would & ws ‘ 
on $24.50. Under this offer you save $2.75 on ‘ City and State.. ‘ 
this price and in addition have the privilege of We dtisis F 
paying in easy monthly installments while you 7 : 
use the books. See how this Library can help $ Company DW 7.46 ! 
you. SEND NO MONEY. Just mail the coupon ‘ ; ‘ 
now, to receive the complete Library promptly, $ (For Canadian price, write Embassy Book Co., : 
for 10 days’ examination subject to your accept- + 12 Richmond St., E., Toronto, 1.) - 
ance or return. a ee a 
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In The Spirit Of Summer me 


Introc 
Dur 
\ OT k 


NE of a series of “Glamorize for and brown and with yellow cork. Merchan- the marine effect by means of sea-grasses 
Sallie 


Summer” windows used by William — dise shown was in straight black and white. painted on the wall. Properties included 

C. Myers, The Famous, Portsmouth, W. Rk. Hibbitt, display director for Ray's, sea-fans, sea-grass set at an angle as if 
Va., is seen in the first illustration showing Dayton, created the display seen in the swaying in a current, sand, shells, and 
a single mannequin in beachwear and posed — illustration below. To get the effect of a three-dimensional fish of paper. It should 
among marine properties. The backdrop submarine scene he used cellophane located be noted in passing that display purists will 
was a rectangle of mesh straw in a shade about 3 inches back of the window glass. probably have some criticism for an incon- 
of pale yellow against which the dangling Three mannequins were suspended by in- sistent note in this window: While the 
sea grass, in brown, contrasted sharply. visible wire to give the effect of swimming whole scene is an underwater one, and two 


tem 
a kal 


as\ 


minia’ 


Cata 


The floor was covered with sand in yellow under water. The background carried out of the figures are definitely in active swim- By Di 


ming poses and the third—the one on tip- ud 
toe—is intended to come under the same tinct 
classification, the fourth mannequin is. sit- f Comp 
ting blithely on a plaster display stool 

indifferent alike to the lack of oxygen and 

the inconsistency of her perch. 


For the third display shown here —the 
creation of Miss E. J. Dowdy, display man- 
ager for J. N. Adam & Co., Niagara Falls, 
N. Y¥.—the background was covered with 
emerald green seamless paper, curved to 
make the window semi-circular. Fish, bub- 
bles, waves and the like were painted 
directly on the glass, while the floor was 
covered with white sand sprinkled with 
green mica. Green ribbon grass and a 
moss displayver were arranged in the back- 
ground; in the foreground were placed cork 
logs and glass bubbles. Fish net was draped 
against the glass, and fish and mannequins 
were suspended from the ceiling by wires. 
Miss Dowdy says that “these windows 
caused many favorable comments and 
boosted bathing suit sales considerably. 
Although simple, inexpensive props were 
used the effect, especially at night when 
blue and green lights were used, was quite 
realistic.” 
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$100,000 Window Display 
Campaign Launched 

A window display advertising campaign 
costug $100,000 has been started by the 
American Druggists Syndicate, Inc., Long 
Island City, N. Y., it is announced by Dr. 
Ola: I. Waring, president of the company. 
Beginning in July thousands of the 54,000 
retail drug stores throughout the country 
began devoting their windows to a special 
promotion of the firm's products. 

Dr. Waring, commenting on the new ad- 
vertising program, said: “The inaugura- 
tion of this first post war campaign is tangi- 
ble proof to the retail druggists of America 
that the American Druggists Syndicate, Inc., 
under the new management of the Greater 
New York Industries, Inc., is primarily 
concerned with reestablished its former high 
pre-war position in the field. This display 
is the first of an ADS parade of window 
advertisements.” 





Hrabe Joins McCutcheon's; 


To Handle Interior 

The appointment of John Hrabe to the 
lisplay staff of James McCutcheon & Co., 
New York City, as associate of Bernard 
Downing, display manager, has been an- 
nounced by President William E. Speers. 
Hrabe will handle interior display. He 
was at one time with Abraham & Straus, 
Brooklyn, and more recently was with B. 
\ltman & Co. 





Action Mirror Setting 


Introduced By Shipman 

During Display Market Week in New 
York City, Frederic Shipman Studios, of the 
same city, introduced motion in connection 
with the firm’s “new use of mirrors” sys- 
tem. Featured were the alternating window, 
a kaleidoscopic display, and a “pillar fan- 
tasy’ window. The effects were shown in 
miniature, 





Catalogue Is Issued 
By Dingleman-Wolff 

A new 20-page catalogue for the dis- 
tinctive display papers of Dingleman-Wolff 
Company, Inc., 112 West 42nd street, New 
York City, is now on the press. It is fully 
illustrated and swatched. Copies may be 
had by writing the firm at the address 
given above. 





Change Of Location 


For Canadian Firm 

Due to a continued increase in business, 
Madison Display, of London, Ontario, has 
moved to 20914 King street; the company 
was formerly located at 206 Dundas street. 
The new quarters will enable the company 
to have one of the largest showrooms in 
Canada and to add to an already diversi- 
fed line of display materials and equip- 


ment 





Hochman Now With 
Modern Displays 


Blitz, head of Modern Displays, 1212 
G street, N.W., Washington, has announced 
the addition to the firm of Max Hochman 
iles promotion manager. Hochman was 
some time with Arrow Decorating & 
ire Company, Philadelphia. 
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‘NAT?MATL 


Genuine Foil Lined Cardboards 


Available now in moderate quantities, 14 ply 26x44”. 
Order from your “Nat-Mat’’ dealer today! 


NATIONAL CARD, MAT & BOARD Co. 
MANUFACTURERS 

CHICAGO 

PETERBORO, ONT., CAN. 
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ROMANCE 
AT HALE’S 


San Francisco is a city with justifiable 
pride in its romantic past, and so the dis- 
plays used by Louis A. Banks, display di- 
rector for Hale Brothers Stores, Inc., for 
Mother’s day had an especial appeal to th 
local residents. Each window showed a 
mother of yesterday in an atmospheric 
setting, but surrounded with gifts for the 
mother of today. 

The figures were of papier mache and 
were dramatically highlighted in each case 
One showed a pioneer mother loading a 
rifle while standing beside a Conestoga 
wagon; another presented a flapper mother 
of the 20s before an automobile of that 
era; still another had for its central theme 
a mother of the Gay Nineties standing 
before the door of the “Grand Opera 
House.” 

The lower display at the left was not 
of this series, but featured lamps. 
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Sherman Display Division 
Appoints Two 
J. \rthur Hardigan, sales manager of the 
She 1an Paper Products Display Division, ->>>>>>>> >>> > Ot ~~~ ~~ ~~~ KE 
Newion Upper Falls, Mass., has announce: 
the return of veteran Arthur W. Lytle to 
his ‘ormer position of display specialist in 
the mid-western states, and the appoint- 
ment of Warren Tobecksen as display 
specialist in the Eastern area. 
In the army, Lytle was assigned to the 
Engineers’ Camouflage Corps, and served 
three years in the Pacific theatre with the 
rank of sergeant. At one time associated 
with the Dennison Manufacturing Com- 
pany’s Display Division, he later operated 
his own silk-screen processing company. He 
joined the Sherman Company at the start of 
their Display Division, successively holding 
positions in the manufacturing and_ sales 
departments, then being advanced to the 
position of display specialist. 
Tobecksen was advanced to the position 
of display specialist from that of chief re- 
search engineer. He will work with national 
advertisers and display distributors in the 
East. He has been active in the designing 
field since completing his study of art, 
advertising, and industrial management at 
Northwestern university. For several years 
ble he was an independent consultant in pack- 
es aging and industrial design, and this experi- PROGRESSIVE 
ij ence carried him into the packaging staff 
loo of General Electric. | During the war he 
he set up a department for overseas packaging | 
: at General Electric’s Philadelphia plant, was MERCHANDISE 
a , a : : ’ . PRESENTATION 
rs later director of that company’s educational 
he program on wartime packaging, and chair- 
man of the government contact committee 
ud for packaging. He joined the Sherman 
a Company at the close of the war. 
a ——_—_—_—_—__—— 
a “Suggestive” Displays 
er 
at Banned In Montreal 
1€ During past years the display field has Send for Free Booklet “Taffel Tales’”’ 
Ig seen numerous local flurries when some 
‘a “reformer” objected in the press to semi- TA F F E - B RO S 
clothed mannequins in display windows. ’ Ine. 
yt The latest eruption is in Montreal, where 95 MADISON AVENUE «- NEW YORK 


the Director of Police has decreed that 
mannequins must be completely clothed and 


>> Ut <<< <<< << <<<<<<<<< 
VISIT OUR NEW YORK SHOWROOMS FOR NEW IDEAS 


has a morality squad of stalwart guardians 
of the law cruising about the city to make 
sure that the edict is obeyed. 


Not even two-piece bathing suits may be 





displayed on a mannequin in a store win- 
dow, lest the spectacle prove too much for | 





local morals . .. even though the store has 


osama!" By a BD DEEP NAP RAYON FLOCKED 

7 en s ON STURDY PLIABLE PAPER 
Po a a ee THE LUXURIOUS RICHNESS OF VELVET AT THE COST OF PAPER 
Has Formal Opening 4 Colors—Xmas Green, Red, Royal Blue, Wine 





lhe New York City chain store division 
ol American Fixture & Manutacturing Com- NOW PER / LONG 4/ WIDE 
pany, St. Louis, was opened officially recently ONLY o ROLL 
with a cocktail party for 150 chain store 


exccutives. The new showrooms occupy | PHILADELPHIA'S NEWEST DISPLAY MATERIAL HOUSE 


300 square feet at 11 West 42nd_ street : 
: — a on a of Mrs. ee 
Mildrec ehman. ’resent at the opening W & A ADV CO 

were Alvin Mendle, president of American, = “ 7 : re 


Paul C. Guth, manager of the firm's | WRITE FOR OUR CATALOGUE 


in store division. | 
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Title Registered U. S. Patent Office 
Combined with 
MERCHANTS RECORD & SHOW WINDOW 
Issued on the Fifteenth of Every Month by 


THE DISPLAY PUBLISHING COMPANY 
Cincinnati, Ohio 


H. C. MENEFEE, President, 
NATHAN SILVERBLATT, Manager, 
R. C. KASH, Editor. 


OUR PLATFORM 
1. The Promotion of Display. 


2. More Display Cooperation by Manufac- 
turer and Merchant. 


3. Advancement of the Display Business. 


4. Practical Service to the Display Profession 
and Industry. 


5. Greater Appreciation of Display's Power in 


Merchandising. 
6. Absolute Independence of Our Editorial 
Columns. 
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Display Group Meetings 
Indicate Display Trend 


One can not help but be impressed with 


the nature of the various meetings held by 
numerous display executives during Display 


Market Week in New York 


June Represented by 


City late in 
organizations 
Corporation, 
Cavendish and City Stores, the group meet 
dignified in 
uniform in 


such 
as Associated Merchandising 
character, broad in 
their 
the relationship of display and retailing in 


ngs 


were 
scope, and discussion of 
general, 

significant 
in the present trend of display—the 
approach to a [ 


Thus they indicate the most 
factor 
minds of 


Each of 


meeting of the 


management and display. these 
group meetings had at least one represent- 
ative of management present to give their 
counsel and to listen to the display side of 
things. And the reports of the different 
meetings make clear that the formerly wide 
gap between divisions of 


these two mer- 


chandising is slowly but surely narrowing 


and eventually will be closed entirely. 

been 
past. It has 
taken many years, but the conclusion is in 
sight at last. 


display as a 


This meeting ot the minds has not 


a development of the recent 
Management has come. to 
tool, and 
display has learned that it is not an inde- 


appreciate selling 
pendent department but one which must fit 
in with the over-all picture. 


\. C. Thompson, vice-president of the Asso- 


crated Merchandising Corporation, made a 
contribution to this 


his talk at the 


significant subject in 
Visual Merchandising Coun 


Market Week His address will 


careful study; it 1s 


cil during 
repay given in full in 
beginning gn page 37. He pointed 


relationship between display 


this issue, 


out that poo! 
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and management almost invariably is the 
result of lack of understanding on the part 
of one or both, or inability to evaluate 
properly the importance of display in the 
store’s selling program. 

Thompson listed these weaknesses of 
management: (a) lack of a clear definition 
ot the store’s basic philosophy, its over-all 
objectives and its long-range policies; (b), 
lack of a clearly defined policy regarding 
the display-selling of merchandise; (c) lack 
of a clear definition of the functional re- 
sponsibilities and authority of the display 
director; (d) lack of an established “mea- 
suring weighing the 
importance of display selling, and (e) lack 
of support and providing for adequate appro- 
priations for all-year-round display 
presentation, in addition to the seasonal or 


stick” as a guide to 


sales 


prestige ones. 

The clear 
policy, the first objection, is one about which 
displaymen can do little. But the other 
cited by 


lack of a definition of store 


“weaknesses” of management, as 
Thompson, seem to hinge on just one factor 
measuring display 
circulation and display results. Once data 
on this tracked down, 
tabulated, and the made known, 
then lack of a clearly defined display policy, 
definition of the display- 
responsibilities and authority, and 
support in the way of appropria- 
display program 


lack of a means of 


subject has been 
results 
lack of a clear 
man’s 
lack of 
tions for a 
eliminated. 


year-round 
would be 

It all comes back to one question which 
has been repeatedly in this field: 
When will undertake to find out 
about itself, in terms of circulation and sell- 
compared di- 
and magazine 


asked 
display 


ing power, so that it can be 
rectly with newspaper, radio, 
advertising ? 

The subject is like Mark Twain's weather: 
“Everyone 


discusses it, and no one does 


anything about it.” 

management weaknesses, 
Thompson suggested that displaymen check 
themselves against the following: (a) Lack 
of interest or curiosity on your part in your 


As opposed to 


store’s basic philosophies of merchandising ? 
(b) Does your display organization lack a 
selling and merchandising consciousness 
which is frequently sensed and resented by 
the selling and merchandising divisions ? 
(c) Does your store-wide planning take care 
of display selling in all departments of the 
do you place too much emphasis 
on the importance of prestige or 


store, or 
seasonal 
themes? (d) Do you have sufficient informa- 
tion or factual data concerning the relative 
importance of display-selling floor areas and 
display-selling sections of the selling de- 
partments? (e) Are you able to maintain a 
well balanced, display - selling 
coordination in spite of pressure from over- 
zealous merchandising or store personalities, 


store - wide 


or do you ride someone's pet horses? 

\nd here 
practically all of 
be dealt with if the 
have sufficient 


that 
could 
al Bye. you 


noted 
these “weaknesses” 
answer to 
information or factual 


again it will be 


data 

could be answered in the affirmative 
For a displayman with this information at 
his command could not help but be selling 
conscious, would appreciate better the need 
planning instead of 
concentrating too mach on seasonal events, 


for store-wide display 


JULY, 


1946 


and would have at his fingertips the answer 
to why certain personalities should noi be 
favored well balanced 
display coordination. 

It is a deplorable fact that with so much 
to gain through display survey and notliing 
to lose, both the industry and display indi- 
viduals are making no real effort to obtain 


over a store-\ide 


the facts and figures needed so badly. Isn't 
it about time display stopped wishful think- 
ing and got down to some constructive work 
on its own behalf... and the behalf of 
retailing ? 





Tom Hanlon Appears 


On Television Show 

Tom Hanlon, of Sherman Weir, Inc., New 
York City display firm, appeared on NBC's 
television program from station WNBT the 
evening of July 5. He was the guest of 
Faye Elizabeth Smith, WNBT’s “Window 
Shopper.” With Hanlon, and also making 
their debut in television, were Eloise, Ella, 
respectively a dachshund, 
French poodle, and a 
Sherman Weir's 
for Christmas 


Tony and Ezekiel 

horse, a 
part of 
animated animal caricatures 


a rocking 
kangaroo, and a 


displays. 

The program was presented with a light 
touch, Hanlon telling amusing anecdotes 
from his experiences in the display field. 
The staff of WNBT were so pleased with 
the program that Hanlon has been. invited 
to play a return engagement in September 


Plastic Group Plans 
Second Show 


The second National Plastics Exposition 
will be held May 5-11 at the Coliseum in 
Chicago next year, it is announced by The 
Society of the Plastics Industry. Confer- 
ence headquarters for the Exposition, which 
is also the industry’s annual convention, will 
be at the Stevens hotel, near the Coliseum. 

The Chicago Exposition is expected to 
surpass this vear’s New York exhibition in 
both display and attendance, though 87,000 
persons viewed the modern plastics world 
at Grand Central Palace, and public admis- 
sion had to be limited to allow proper time 
for industrial representatives who wished to 
study the exhibits. 


Bert Wolff Opens 


Jobbing Business 

Bert Wolff is partnership 
connection with A and B Plastics Company, 
1510 West Lawrence avenue, Chicago 40, 
as of July 31 and is opening a display job- 
bing business under his name at 329 South 
Wood street, Chicago 12. He is interested 
in hearing manufacturers desiring 
representation in that territory. 


severing. his 


from 


Koenig Succeeds Carter 
At O'Connor, Moffatt 

The appointment of John Koenig as dis- 
play director for O'Connor, Moffatt & Co., 
San Francisco, has been announced. He 
succeeds Kenneth Carter, whose plans for 
the future have not been disclosed. Koenig, 
Yale drama school, has 
with the theatre in 
his work includes designing scen- 


a graduate of the 


connected 


been closely 
the past: 
ery and costumes for “This is the Army.” 
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Good Exhibition Display 
Urged By Speaker 

Speaking before the members of the Ad- 
verti:ing Managers Club, Chicago, a short 
time igo, Jim Pease, vice-president, Hurley 
Machine Division, Electric Household Utili- 
tes (orporation, stressed the need for good 
advertising in exhibition displays as well as 
in | lications. 

“We spend $10,000 to put a picture of our 
product and 100 words in a publication and 
think nothing of it because a page costs 
$10,000," he said. “But give us a booth to 
equip Where we can show not just a picture 
it the product itself in all its glory, and 
what happens? We spend $100 for a beaver 
hoard and cheesecloth contraption and turn 
. three-dollar floodlight on it.” 

He decried the practice of setting a dollar 
limit on such displays, urging that the effect 
lesired be ascertained and the display built 
) produce that effect. He also pointed out 
the need for displays that show products in 
wtion where such a demonstration is 
possible. 

Speaking on the same program, William 

Mackelfresh, Jr., Chicago display de- 
signer, told the group that merchandisers 
re not taking full advantage of point-of- 
sale opportunities in spite of the shortage 
ff merchandise. He praised advertisers who 
‘are supplying dealers with current ammu- 
nition to get those ‘post’ postwar sales that 
re in the making today.” 


Daver Is bis ned 
Of St. Louis Club 


Members of the St. Louis Display Guild 
met at the De Soto hotel the evening of 
lune 11 for the annual election of officers 
nd selected Ralph Dauer, display manager 
ior Cunningham’s, as the group’s president. 
He will be assisted by the following officers : 
ice-president, Al Pollard, Stix, Baer & 
Fuller; secretary, Harvey Smith, Weil 
lothing Company, and treasurer, John 
Stoppenbrink, Williams Shoe Company. 
Chairman of the board of directors is 
\. W. McMahon, Glaser Drug Company, 
retiring president; other board members are 
Otto Lasche, Kline's; Sidney Durham, Fly 
*« Walker; Edward Gallagher, We'l Cloth 
g¢ Company; Wesley Reel, Pevely Dairy 
mpany; Orville Liston, Mermod, Jacecard 
King, and Paul Klories, Union Electric 
Company. 


Gene Turner, Atlanta, 

ls Proud Father 

The reason for the absence from Display 

Market Week of Eugene W. Turner, George 

Muse Clothing. Company, Atlanta, is now 

xplained by an announcement of the 
il of a 7 pound hoy. Both mother and 
are reported well. Gene left on July 
New York City on the delaved buying 
or fall and Christmas items. 


Hurum Reeve Issues 
Catalogue Supplement 
\ 12-page supplement to the firm's cata- 
has been released by Hurum E. Reeve 
anv, 2222 South Grand avenue, Los 
es 7. A wide range of counter fixtures 
isplayers is included in the equipment 
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The BINDER you've been 
bohing: bow... 


e SUBSTANTIAL CONSTRUCTION 
e IMPROVED REMOVABLE BARS 
e CLOTH BOUND e HOLDS 12 COPIES 
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These binders are beautifully bound in maroon, with the 
title in gold. Each holds a full year's issues of DISPLAY WORLD. 
Insertion or removal is easy and fast. Keeps your copies clean 
and handy for reference. 


.50 Each 
a Som 


Orders accepted for UNITED STATES AND CANADA ONLY because of 
shipping difficulties. 
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—Yale & Towne's new package is illustrated 

by the box on the left. Note the related sal-s 

features of the package and illustrations on 

the top and sides of the new box, while the old 

box on the right merely described the con- 
tents on the front— 


These four functions of packaging pointed 
the way to the first steps in planning ney 
packaging which were (1) to list in detail 
the benefits expected and (2) to devise a 
method of scoring to check progress. An 
outline of the list follows: 

1. Good Container. 

a. Product protection. This is a_pri- 
mary function of a container. 

b. Convenient quantities. So far as 
practical packaging should encour- 
age full package sales to (1) whole- 
saler, (2) retailer and (3) consumer, 
Economy. Costs must be lowered if 
possible as competitive products are 
less expensively boxed. 

Information Label. 

a. Trade mark. This is essential to 
identification and should be promi- 
nent. 

b. Product identification. The name 


Yale Tests Package Display 


By MEADE JOHNSON, Marketing Manager, 
Yale & Towne Mfg. Company, Stamford, Conn. 


FTER it is called to one’s attention, it) color, a few in two colors; with a few ex- and, if possible, a picture of the 
takes but a glance to see that most ceptions, colors are muddy. product. 

hardware boxing is pretty drab. A The other group of boxes is colorful and *. List number. The catalogue number 

second glance brings the realization that the attractive. They are generally shelved with and, if necessary, the material and 

old green and white Yale boxes—as they are — their largest side outward. They employ an finish. 

seen on the shelf—blend perfectly into this all-over design, in one to four colors, which . Promote Sale of Contents. 

somber background. This was a shock to generally has copy on all sides. Text in- a. Box a silent salesman. 

us because our boxes were redesigned 20 — cludes selling argyment, direction for using, l. Eve catcher. Color and/or de- 
ars ago and that change was. such an even stories to keep the children amused sign should arrest attention. 

improvement that we have been “pointing while they eat their’ cereal. Colors are . Recognition. Trade mark is a 

with pride” ever since. clean and strong. Pictures—often appear- tie-in with both trade and con- 
There is some good packaging in_hard- ing on more than one side—show the pro- sumer advertising. 

ware stores: Housewares, insecticides, paint, duet in use, or some distinctive device such 3. Stimulate impulse buying. — Pic- 

dog food, appliances, gadgets, etc. Even a as the swan on “Swan Pure White Floating ture of contents to suggest pur- 

few makes of hardware are attractively Soap” and the arm and hammer on “Arm chase, 

boxed and these form islands of color in a and Hammer” brand soda. . Selling argument. Text to tell 

dull background. The difference in appearance of the two why product should be purchased. 
When the need for a new study of boxing = displays was a convincing argument for new 5. Attractive box. Box should have 

was apparent, the first step was to see what boxing. With this question answered, the eve appeal when alone as_ well 

others were doing. This called for visits to) range of color and variety of design in the as when in mass. 

retail stores of every kind and led to build- second display raised) another question, . Box Should Help Clerk Sell. 

ine two “test” sections of shelving. One “What is good hardware packaging?" . Selling argument. Should give 

section was filled with hardware boxes, each The primary function of hardware boxing basic facts and strongest selling 

brand in about the proportion found in retail is to insure the safe delivery of the product. argument—and_ phrases. 

hardware stores The other section was Since the package does not go directly to . Help make initial selection. Give 

used for other boxes: Food, drug, cosmetics, the consumer, but rests for a time on the application and limitation of pro- 

tov, soap, dry goods any good modern shelves of wholesaler and retailer, it) must duct. 

package box Wwe found. be labeled lor identification, ae x Should help Reduce Return Goods. 
Phe contrast between the two groups oft Modern merchandising centers around . Resell purchaser. Text to help 

boxes is. startling Most hardware boxes — displays in retail stores where buying action maintain state of mind which 

are gray, brown or a dingy white. They are can immediately follow. stimulation of the prompted the original purchase 

shelved with their smallest side outward desire to own. No better means of display . Directions. Simple directions for 

Copy, contined to pasted-on labels, is so is available than to present a product installation or use. 

limited that it requires an experienced — through its package. ‘omote Sale of Related Items. 

builders’ hardware man to identify the large In its journey from factory to user, a box a. Trade mark. Ties-in with and sup- 

number of different products they contain is handled or seen by many consumers plements both consumer and_ trade 

Only three or four brands have a picture on Packages, therefore, are powerful advertis advertising. 

the label Most labels are printed in’ one ing media ’ b. Copy on carton and case. Ties in 








CW 
tail 


\n 


ri- 


1e 


a 


lwenty 


\tter 4 


up boxes which were made locally 
vered daily. 


with and supplements both trade and 
consumer advertising. 


c. Copy on box. Promotes sale of 
other items. 
d. Package insert. Promotes sale of 


other items. 
our hardware line we have not one but 
sroblems corresponding to the six types 
roduct. In the description of these pro- 
s and their packaging which follows, the 
box and carton refer to packages suit- 
for shelving, case to describe a shipping 


uiner: 
Locksets. About 800 items in-stock 
with several thousand other combina- 


Different fin- 
ishes, metals, etc., give several hundred 
possible variables in each set. Packed 
one in a 12 or 30 in a 
Case quantity depends of value, weight 
Case is usual minimum 
Weight per unit 1 


tions to special order. 


box, 6, case. 
and turnover. 
sale to wholesaler. 
to 10 Ibs. 

Night About 30° items 
stock line with perhaps 100 others to 
Packed 


Case 


Latches. in 


special order. one in a box, 


minimum 
buy in 


Weight 


30 in a is usual 
sale to wholesaler. 
lots of 1 to 12 of 
per unit 1 to 5 Ibs. 
Padlocks. About 125 items in 
with about 400 others to special 
Packed 


éarton: 5, 


case. 
Retailers 
a number. 


stock 
line 
order. one in a box: 6 boxes 
10 or 
Case lot depends on value, weight 
minimum 


retailer. 


inmoa 20 cartons to a 
Cast: 
and turnover.  ( is usual 
sale to to 
Weight per unit 3 oz. to 3 Ibs. 
Cabinet About 100 stock items 


with about 250 others to special order. 


ase 
wholesaler, carton 


Locks. 


Best quality items packed one in a box, 


6 im a carton. Inexpensive numbers, 
6 in a box. No case quantities. Box 
is usual minimum sale to. retailer. 
Weight per unit 2 0z. to 1 Ib. 


About 25 stock numbers, 
of Packed 
one ina box; 3, 6 or 12 to a case. 
lot depends on weight, value and turn- 


| Yoor ( ‘losers. 


each in a variety finishes. 


Case 


over. Case is usual minimum sale to 
wholesaler. Weight per unit 3 to 25 Ibs. 
Miscellaneous hardware. About 4,000 
items in a great variety of sizes, 
weights, shapes, values, ete. Packed 
in lots of 1 to 1 gross and in a con- 


siderable variety of containers. 


years ago we used fine quality 
and 
Nevertheless, they took up 
much room, were awkward and expen- 
to handle 
r abuse, failed to give adequate protec- 


to our product. 


and, since they collapsed 


period of experimenting with 


ped, stapled and metal edged types we 


lly 


neth to our old box. 


standardized on “Simplex” 
and 
It is easy to handle 
use it requires little storage space and | 
quipment to erect. 
boxes made 


box is superior in appearance 


use with and without 


lay lids and of both one and two piece 


The cardboard is a laminated 
t of special chip board and coated white | 


truction. 


The finished caliper is approximately | 
the 022 the | 
ones. 


[Continued 


tor sizes and for 


larger 
ler 
on 100} | 


page 





boxes. | 
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DISPLAY MATERIALS 


FROM COAST TO COAST THERE ARE 
MORE THAN 240 WHOLESALERS OF 
REYBURN’S DISPLAY MATERIALS. BECOME 
ACQUAINTED WITH THE ONE NEAREST 
YOU AND DISCUSS YOUR DISPLAY 
PROBLEMS WITH HIM. HE WILL GLADLY 
HELP YOU PLAN SALES-WINNING 
DISPLAYS, SUITED TO YOUR PARTICULAR 
REQUIREMENTS. WRITE US FOR HIS NAME 
AND ADDRESS. 





“BUY REYBURN’S--AND YOU BUY THE BEST”’ 











THE REYBURN MANUFACTURING 


PHILADELPHIA 


cO., tec, 


NEW YORK CHICAGO 





The Stuff Dream Displays Are Made Of 


Sylhglass FIBER FLOSS 


The softest and silkiest spun glass made. In white and twelve breath- 


taking colors. | Makes stunning beach and summer wear displays. 


RADIANT GLASS FIBERS CO. 


208 EAST 27TH STREET NEW YORK 16, N. Y. 















STOP NEEDLESS 
FADING AND 
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Get your 

_ free copy of “Protection 
~ Plus Visibility Through 
Transparent Shades” 


© In response to thousands of 
requests, here is a big, new 
booklet that answers all your 
questions on light and display 
—and it’s free for the asking! 
© Illustrated with typical store 
photographs, this 16-page 
booklet shows you which 
light causes damage, and how 
you can control it for lower 
display costs and more cus- 
tomer-appeal. 

@ It also demonstrates how 
and why Transparent Shades 
give protection by absorbing 
fading rays from sun and 
fluorescents, yet give your 
displays complete visibility. 
| Generous samples of Trans- 
parent Shade material are 
included for your own in- 
spection and testing. 

e Almost a half million 
Transparent Shades have been 
installed by thousands of sat- 
isfied merchants. You should 
learn about them too—today! 


Write today for your 


free copy of this valuable | 


booklet 


RANSPARENT 


SHADE CO. 
Dept. 2 


501 NORTH FIGUEROA ST/: 


wh Los Angeles 12, Calif. 4 
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—This is one of the series of Macy windows which explained the many services of the store. 
The display pictured presented the firm's Bureau of Standards— 


Macy's Uses Windows 
To Sell Store Services 


Forty windows, each featuring one of the 
many services offered to customers of the 
store, were used institutionally recently by 
R. H. Macy & Co., New York City. The 
background of each window is a blow-up of 
Macy’s and of the Empire State building, 
with a streamer bearing the legend “Do you 
know?” hung from “the largest store in the 
world” to “the tallest building in the world.” 
\ sign across the bottom otf each window 

















—"No doubt there's some simple explanation . . 


announces Macy’s “at your service” in white 
letters on bright red lacquer. 

Forty-one of the store’s services are so 
presented—Macy’s Bureau of Standards, 
comparison shopping, Plan-A-Home consult- 
ants, the House of Glass custom service, and 
the decorating shop are high-spotted in the 
Broadway windows. Such services as the 
Maternity Shop consultant, the Dressmaking 
centre where one learns to sew the profes- 
sional way, the Cox kitchen and laundry 
planning—are dramatically depicted in the 
34th street windows. 
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. such as having it on backwards, perhaps?"— 
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Laclede Gas Develops 
Miniature Kitchens 
Advanced ideas in modern kitchen plan- 
ning have been cleverly concreted at La- 
le Gas Light Company, St. Louis, with 
the construction of three miniature kitchens. 
The tiny kitchens, which were built by 
Ek. H. Lamprich, display manager for the 
St. Louis utility, will be used in connection 
with appliance dealer merchandising pro- 
crams, and to illustrate what can be accom- 
plished with careful kitchen engineering. At 
present they are scheduled for regular exhi- 
hition in the window of the Laclede build- 
and may be loaned to dealers who will 
jeature “one price package kitchens” in the 


The three kitchens are built to exact scale, 
and required nearly two months to construct. 
Each contains an exact model of a Servel 
“Electrolux” refrigerator and a “Magic 
Chef’ gas range, carved from balsa wood to 
the scale measurements involved. 

Each of the kitchens has a_ different 
rangement of working space-and a sepa- 
rate color scheme, but all three stress ap- 
pearance combined with practical utility. 
Streamlined curves are used, but only where 
they dovetail functionally. For example, 
ne kitchen model shows a tiny bar with 
three stools, only 5 feet from the sink, 
vhich would be ideal for breakfast and 
unch snacks, and serve for entertaining at 
night. Each has also in common a triangu- 
working area calculated to save steps 
etween the stove, refrigerator and sink for 


the housewife. 

In making up the models, Laclede kept 
St. Louis home dimensions in mind. The 
frst kitchen is of the “island” type, the 
ime coming from the isolated central posi- 
1 of the sink in the center of the kitchen. 
ibinets throughout this model have no 
dles, opening from the bottom up, or 
vinging to one side in roll-top desk fashion. 
[he second model is the “peninsula type,” 
vhich dealers hope to sell successfully 
throughout St. Louis. This has a breakfast 
which juts out into the dining room 
ea. This can be replaced with a table 
nd chairs if necessary. Walls and linoleum 
this kitchen were done in blue oilcloth 
to simulate washable linoleum throughout. 
The third kitchen, which evoked much 
mment when shown at a local hotel for a 
r’s convention, is “L-shaped, with 
lexible arrangement of sink, floor cabinets, 
and refrigerator. This, easily con- 
verted to left or right, will fit is standard 
louis homes, and will be suggested 
‘ly by cooperating appliance dealers. 
\ll furnishings in the miniature were 
led or lacquered carefully to actual 
schemes, resulting in unusual realism. 
will be on display at Laclede Gas 
ight Company for several weeks, according 

»R. J. Vandagriff, sales manager. 
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Don’t forget — send in your news 
items about all happenings in the dis- 
Play field: births, deaths, marriages, 
Changes of position, anything pertain- 
Ins to display or displaymen any- 
where, 


_—_— 
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NEW FALL 
CATALOG 


Now Available! 


Complete new line for Fall—attrac- 
tive displays, colorful artificial flowers, 
All 
featured in the new Fall Catalog 


gorgeous floral backgrounds. 


now ready for prompt mailing. 





140 W. 4TH ST., 


CREATORS OF AMERICA’S MOST BEAUTIFUL 
ARTIFICIAL FLOWERS AND DISPLAY DECORATIONS 





GENERAL DISPLAY 


ORPORATION 
140 WEST FOURTH STREET + CINCINNATI 2, OHIO 





Write for Yours Today---on 


Your Letterhead! 


GENERAL DISPLAY 


CORPORATION 


CINCINNATI OHIO 








Ruc 
BOARDS 





CRESCENT 














BEST---- 
By Test... 
By Comparison... 


44 YEARS! 


WITHOUT COMPROMISE 
WITH QUALITY... 
.. Have made Crescent Quality Boards 
the most widely 
distributed and the 
most widely used |-;- 
in America. 





























A PRODUCT OF 


CHICAGO CARDBOARD COMPANY 


656-670 Washington Blvd. 
FOR SALE BY LEADING DISTRIBUTORS EVERYWHERE 


Chicago 6, Illinois 

















TRELLIS 


A perfect display unit for your summer 
merchandise finished in sparkling 
white .. . bright yellow sun with flaming 
red trim .. . flowers of assorted colors 
. .. natural green grass ... scatter grass 
included . . . 60" high... . 30" wide... 


special sizes if desired. 
So. 
Lots of 6 — $8.50 ea. 


Immediate Delivery 





800 WOOD ST. e WILKINSBURG, PA. 








BIRCH POLES 


e CEDAR POLES 

e CEDAR SLABS 

e BIRCH BRANCHES 
e BIRD HOUSES 

e RUSTIC DISPLAYS 
e BIRCH DISPLAYS 
e@ RUSTIC FURNITURE 


RUSTIC FURNITURE CO., Inc. 


“Parkcraft”’ 
Phone 68 Day— —Night 147 
WILLIAMSTOWN, N. J. 














@ Please Mention DISPLAY WORLD When 
Writing Advertisers 
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Wilmington Displays 
Urge Conservation 

A city-wide display campaign by depart- 
ment stores in Wilmington, Del., was under- 
taken recently in the interests of food con- 
illustrated the 
for famine relief and showed how citizens 
could do their part. The U. S. Department 
of Agriculture and the Red Cross cooperated 
Wilmington merchants in preparing 
the promotion. 


servation. Windows need 


with 


Showrooms Enlarged 
By Barrango 
A program of remodeling and enlarging 
been started by 
Market 


As a part of the program 


the firm’s showrooms has 


C. Barrango Company, 579 street, 
San Francisco 5. 
is adding 8,000 square feet of 
used for the direct 
Barrango’s line of men’s 


the company 
space which will be 
manufacture of 
used for a 


When 


is completed, according to 


mannequins; the rest will be 


combination reception-display room. 


the remodeling 


Carmen Barrango, the company will have 


the largest showroom of its kind on the 


West coast 


TRADE PERSONALITIES no. 





Mannequin Base 
Of Plastic 


A plastic base for mannequins, slotted fo; 
the insertion of the supporting rod, is bein, 
produced by Just Plastics, Inc., 2010 Broad. 
The firm also pro- 


way, New York City. 
a varied line of plastic display fix 


duces 
tures. 
company. 


Death Claims 
John Barnett 


John Barnett, who recently returned to his 


former position with the display departme: 
of Levy's, Jacksonville, Fla., died sudden! 


a few weeks ago. 


Charles Vermann is president of thy 








Don’t forget — send in your news 
items about all happenings in the dis- 
play field: births, deaths, marriages, 
changes of position, anything pertain- 
ing to display or displaymen any- 
where. 








by Tony Brinker 








AX! WHERE | HANG MY 
HAT FROM Now ON |! 





ORTY YEARS OF AGE... 25 YEARS 
OF WHICH HAVE BEEN DEVOTED TO 
DISPLAY, SINCE AL STARTED DiS~ 
PLAY WORK WHEN HE WAS STILL 
IN HIGH SCHOOL. HE PUT IN 8 YEARS 
TRAVELING FOR ONE OF THE LEAD- 
ING MANUFACTURERS, FINALLY 
LEAVING TO FORM THE FIRM OF 
COOK & MEIER, WHICH HAS MADE 
GREAT PROGRESS DURING ITS 
TWO YEARS EXISTENCE « 


Me LH 
COOK & MEIER, 
CHICAGO 
MAYBE | CAN GET A 
FOUR-COLOR EFFECT 


WERE, USING 
BLACK ANDO wuite! 







DESIGN IN 
b ALL ITS PHASES 16 OF GREAT INTEREST 

TO AL, AND HE PARTICULARLY LIKES To 
DEVELOPE ODD, INTERESTING COMBI- 
NATIONS OF COLOR. HIS FAVORITE SPORT 
1S DEEP- SEA FISHING 
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! Museum of Modern Art 
“hibits Scale Model 





The Museum of Modern Art, New York 
City, has put on exhibition a large scale 
mode! 0 by 12 feet of an extraordinary hill- 
top use, as yet unbuilt, which Frank 
Lloyd Wright has designed for G. M. Loeb 
it Redding, Conn. 

Commissioned and owned by the museum, 
the model was made by Wright and _ his 
students at their winter camp in Arizona. 


fhe house is no conventional matter of four 
and a roof, but a rhythmic arrange- 
ment of pavilions of varying degrees 
nclosure, loggias, gardens and pools. Round 
feldstone columns, separated by frameless 
glass define a 40-foot square living 
room and march outside to become a long 
pergola with a cantilevered, pierced roof of 
steel-reinforced concrete. Cutting into the 
square of the living space and rising above 
its low-spreading circular, 
rete-walled, sky-lighted rooms for cooking, 
sleeping and bathing. The corner of 
the living room juts out over a great, round 


walls 
of 


doors, 


roofs are con- 


free 


swimming pool, and one looks down through | 
glazed openings in the floor to a fantastic | 


yquatic garden below. 


Mich., 


the winner of the all-expense paid two-week 


pany, Escanaba, has been declared 


trip to Minnesota offered for the 
entry in the window display contest 
ich featured the observance of National 


Fishermen's Week. The prize was awarded 


Bureau of the State of Minnesota. 


urist 
S24) offered by Sports Afield to the winning 


Sports Afield. 

Second prize and a $50 bond was won by 
Norman Rieben of the Tool Shop Sporting 
Goods, Detroit; third and a $25 bond by 
lack A. Hybarger, Leonard's Department 
Store, Fort Worth, and fourth and $10 by 
Ik. L. Nollae of the George Beamon Sport- 
Pomona, Calif. En- 
submitted by Edward I. Hurwitz, 
iske's, San Antonio, and Fred T. Therkel- 













sen, Boutell’s, Minneapolis, tied for fifth 
‘lace and each received $10. 
Sealed Air Space 
In New Window 
TI Pittsburgh Plate Glass Company, 


Pitt.burgh, has produced a double-glazed 
Window insulating unit for business, com- 
al and home use. Called “Twindow,” 
e units make use of hollow aluminum 
bing to separate and hold glass plates in 
Position and have integral insulating units 
» or more plates of glass in enclosing 

a hermetically sealed air space. 





The model, made at a scale of 3 inch to | 
the foot, 1s furnished. One section swings 
pen to allow inspection of interiors. The 
of the model, also designed by the 
architect, is contrived to permit | 
eve-level and bird's-eye views. The 
exhibition will) remain on view at the 
useum through September 8. 
Johnson Wins Vacation 
In Display Contest 
Fred FE. Johnson, Delta Hardware Com- | 


lisplayman if his display included a copy of | 


y the Sporting Goods Dealer, which spon- | 
sored the observance, in cooperation with 
\lec Ruttger of Ruttger Lodges and the | 


lohnson also qualified for a cash prize of | 
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MULTI-TONE 


Our new Multi-Tone Silk Screen Creations for Xmas are far 
ahead in design and color. Attractive and effective. 


GLASS FIBRE 


Here is something entirely new. 
materials, especially designed for Xmas and Fur-Trim windows. 


BENGALINE 


There's nothing finer than our Bengaline Velour Papers. 
Practical and ideal for most display needs. 


WRITE FOR NEW FALL 
& XMAS CATALOGUE 


DINGLEMAN-WOLFF CO., Inc. 


112 W. 42D STREET 


Originators and Manufacturers of Distinctive Display Papers 


The Winners... 


We are duly appreciative of the grand reception given our 
complete line at the New York display show. This confirms 
our belief that we are offering the finest line in our history of 
Fall and Xmas decorative papers. 





52 inch wide Glass Fibre 


NEW YORK CITY 18 














It’s good showmanship 


to star 


in your show windows 


ee 


a 





Famous as hit performers. 
Coronet Mannequins are 
always “sure fire” and good 
“box office.” They have the 
happy faculty of stirring to ac- 
tion the buying emotions of 
your shopping audience. Each 
Coronet is an original creation, 
personifying the ideal modern 
American figure. For success- 
ful long runs—the best yet is 
Coronet! Write for catalog. 





b 
/ 


A 
(ovonet MANNEQUINS 


[ovonzt qe 
Che DISPLAY 
EQUIPMENT CORP. 


147 WEST 37th ST., NEW YORK CITY, N.Y. - 






















Attention! 


Displaymen and 
Signwriters 


Now in Stock 


Satin-Finish Super White Litho- 
Lined Display Boards carried in 
sizes 



















































28x44—14 ply 

28x44—70 pt. (22 ply) 
28x44—80 pt. (25 ply) 
26x44—90 pt. (28 ply) 
40x60—14 ply 

40x60—80 pt. (25 ply) 
40x60—90 pt. (28 ply) 


Place your orders now as suppl 
is limited. Jobbers inquiries invited. 


MURRAY TOLL 
Mfrs. & Mill Agents 
Cardboards of all Descriptions 


1201 JACKSON STREET 
PHILADELPHIA 48, PENNA. 
Phone: Fulton 2078 and 2011 























































































































FIBER GLASS 


WREATHS and SPRAYS 


IN COLOR DECORATED 
With Metallic Balls 


PRINCESS PINE 
WREATHS & ROPINGS 
ALL SIZES 


OVE GNATT 
Prepared Oak In 


Green, Red, Brown 
ee 


NATURAL GRAPEVINE 
One Inch Thick 


FROSTED GRAPE CLUSTERS 


METALLIC BALLS 
All Colors 


BONAFIDE DISPLAY 


& DECORATIVE CO. 


61 W. 37TH STREET 
NEW YORK CITY 18 
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AMC Group Meets 
In New York City 

A comprehensive retail display lighting 
clinic was the feature of the two-day con- 
ference of display managers from member 
stores of the Associated Merchandising Cor- 
poration held June 24-25 at the Amateur 
Comedy Club, New York City, as announced 
by A. C. Thompson, vice-president of the 
AMC in charge of management, operation 
and research. 
Abe Feder, internationally renowned light- 


ing specialist, presented the new selling 
possibilities of lighting in retail display, 


using six full-size window displays designed 
by Morris Welch, AMC director of visual 
presentation. Spanning a wide gamut of 
merchandise and seasons, these windows 
answered many lighting problems. Feder'’s 
lighting effects employed a combination of 
standard and specially devised equipment to 
provide mood, color, tonalities, volume and 
depth. 

QO. A. Luke, J. L. Hudson Company, chair- 
man of the meeting, introduced the follow- 
ing speakers: A. C. Thompson, AMC vice- 
president, “Selling Through Display”; 
Frederika Fox, editor of House & Garden, 
“Fashion Trends in Decoration — Home 
Furnishings in Relation to Display, Archi- 
tecture”; Michelle Murphy, curator of de- 
sign, administrator of display for the 
Brooklyn Museum, “The Museum Comes 
Alive—The Museum used as an active part 
in research material adaptable to display”; 
Mildred Morten, trade editor of Vogue, 
“Picture of Fall Fashions”; Cecilia Staples, 
Staples-Smith, “The Display Manufacturers’ 
Advanced Thinking Toward Display”: 
Sam Blum, display manager of 
dale’s, “Display 


and 
Blooming- 
Dramatization of Credit.” 

The following were in attendance at the 
meeting: William Arinow, The John Shillito 
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Company; A. 
Alfred 
Joseph H. Blain, Foley's; Sam Blum, Bloom. 
ingdale Brothers; K. V. P. Burnham, Rich's 


Asmussan, Myer Emporium 
Auerback; Irene Bender, A\C 


Inc.; A. Buchan, Higbee’s; Lee W. Court. 
Wm. Filene’s Sons Company; Raymond Coy, 
L. S. Ayres & Co.; Margaret Dana; Harold 
V. Dayton, AMC; E. R. Dean, The Davton 
Company; Jack Eastman, Wm. Filene’s Sons 
Company; Harry Eastham, Burdine’s; Joe 
Eilers, The John Shillito Company; W. B 
Florea, L. S. Ayres & Co.; Ralph Gollahon, 
The John Shillito Company; Alice Groves, 
AMC; W. H. Grover, The J. L. Hudson 
Company; Joseph Hie, George Humpfer, and 
Fred Hagen, Strawbridge & Clothier; Win- 
ston Jones, Thalhimer Brothers, Inc.; Joseph 
P. Kasper, AMC; Evelyn Klassen, AMC: 
A. Kenny, The J. L. Hudson Company; 
Ruth Lebhar, AMC; I. Lindstrom, Wn, 
Filenes’ Sons Company; O. A. Luke, The 
J. L. Hudson Company; J. Menassie, The 
Joseph Horne Company; Leo Mans, B. 
Forman Company; Harry McCauley, Hutz- 
ler Brothers Company; Walter Moore, AMC, 
Ann McGarry, AMC; H. R. Mitchel, Rich’s, 
Inc.; John C. Nichols, Higbee’s ; Tim Neese, 
F. & R. Lazarus & Company; B. Netting, 
The J. L. Hudson Company; C. Nogga, 
Bloomingdale Brothers; David Ostlund, 


F. & R. Lazarus & Company; A. Oram, 
Milwaukee Boston Store; Charles Owen, 
AMC; Don Rose, Bloomingdale Brothers; 


J. W. Rickerson, Rich’s, Inc.; John Rosen- 
berg, Abraham & Straus; Vee Rafdal, AMC; 
R. W. Robinson, The Joseph Horne Com- 
pany; Fred Smart, Strawbridge & Clothier; 
James G. Stewart, AMC; Joseph 
AMC; Earle J. Taylor, Strawbridge & 
Clothier; A. C. Thompson, AMC; B. 
Twachtman, The John Shillito Company; 
Karl Wise, The F. & R. Lazarus & Com- 
pany; Arthur Werback, Abraham & Straus. 


Sawyer, 





—Members of the New Orleans Display Club met recently to elect officers for the ensuing 


year. 
from the left in the front row above. 


Porter's, is chairman of the board of directors. 


Artcraft Display & Decorative Company, with Julius Greenberg as host— 


L. Pons, display director of D. H. Holmes Company, was named president; he is second 
Other officers are Lolita Nelson, Maison Blanche Com- 
pany, vice-president, and Richard Sharp, Keller-Zander, secretary-treasurer. 


Joe Mertzweiller, 
The meeting was held in the showrooms of the 
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"Now Products And Services’ 
List Is Now Available 


keep the American business man posted 
on all innovations now being marketed by 
industry, a new 32-page tabloid entitled 


“Now Products and Services” has just been 
published by the New York Journal of 
Commerce. -More, than 500 new products— 
fr war-borm synthetic raw materials to 


the latest household gadget—are described 
in this study. Copies can be had at 50 
cents each from the Journal of Commerce, 
63 Park Row, New York City 15. 

\fany of the products that have come to 
market in recent weeks seemed fantastic to 
even the post-war planners a few short years 
ag Plastics head the list, while some of 
the innovations, like the new synthetic rubber 
made from corn sugar and other farm pro- 
ducts, are only now being unveiled after 
a long period of wartime censorship. Cotton, 
wool and rayon are expanding in a variety) 
of ways but are about, to get added compe- 


tition from twelve new synthetic yarns, made | 


of everything from seaweed to soybeans and 
aluminum. 





Major Francis Messmore Returns 
To Animated Display Firm 

Major Francis B. Messmore, at present on 
ibang leave after almost five vears in the 
art has returned to the firm of Messmore 
& aaa Inc., New York City, well-known 
firm specializing in animated and_ papier 
mache displays. 

For the past few weeks Major Messmore 
has been traveling throughout the Eastern 
states renewing business contacts interrupted j 





| 
| 





by the war. He also attended the Southern | 
Display Association conference in Houston 


in April, and Display Market Week in 
New York City. 

\ graduate of Fordham university, Major 
Messmore entered the army in April, 1941, 
and rose to his present rank after receiving 
a commission as second lieutenant from the 
Quartermaster Officer Candidate School. 
For more than two years he served as 
assistant transport commander aboard the 
troop ship S. S. Argentina, during which 
time he made 24 round trips of the Atlantic. 


Loft Candy Adds 
Display Consultant 

Ruth I. Price, formerly of RIP Studio, 
New York City, has joined the Loft Candy 
Corporation, of the same city. She is in 
charge of special promotions and also acts 
as general display consultant, presently en- 


gaged in the development of displays for | 


the many new Loft stores which are about 
to be opened. 


Copeland Displays 
Adds Sang 
elix Sang, merchandising-design special- 
recently discharged from the army and 
Previously associated for six years with in- 
lustrial designer Egmont Arens and _ later 
with food and cosmetic manufacturers, is 
I with Copeland Displays, Inc., New 


York City. Sang, who has written and | 


ired extensively on merchandising and 
gn, will assist Copeland clients in the 
lopment of their display programs. 
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ITS NEW! Sua — 





























































PERFECT 
FOR DISPLAY 





te Awmowu GLISTENS LIKE VERMIN PROOF 
REAL SNOW NON PERISHABLE 


WILL NOT PULVERIZE WHEN INEXPENSIVE 








ie BUSHEL$395 COVERS 24 SQ. FT. 
; WILL NOT STICK TO SHOES, Unbreakable, Realistic 
“CLOTHES OR CARPETS a 
se CAN BE SWEPT UP EASILY are available for tree trim 






WRITE DIRECT OR SEE YOUR JOBBER 


MICHIGAN DISPLAY SUPPLY COMPANY 


1217 GRISWOLD STREET © DETROIT 26, MICHIGAN 
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“Hospitalization” for MANNEQUINS 


“Rejuvenation” at its best . . . Beauty and glamour 
restored to forms by skilled artisans under the 
personal supervision of Foyer. 


Completely stunning refinishing, resculpturing and 


PERSONAL repair . . . including the “NATIONAL” GUARAN- 
SUPERVISION TEED CHIP-PROOF FINISH . . . at decidedly satis- 
OF factory prices. 


Shipping cartons sent to you free of charge. 


oyer Contact Foyer Personally for 


Quotations and Suggestions 


2-WEEK NATIONAL MANNEQUIN STUDIOS 





SCHEDULES America’s Smartest Mannequin Refinishers 
RIGIDLY 212 WESTERN RESERVE BLDG. COR. Sth & SUPERIOR 
MAINTAINED CLEVELAND 13, OHIO 





























No. 120I—GIANT Papier Mache Grape 


Cluster 5" x 22" x 34". 
Each 


$6.95 


No. 1202—GIANT Papier Mache Grape 
and Leaf Spray 5" x 45" x 55". 
Per $9.95 














Write for catalogue of our outstanding 
Fall and Christmas Items in 
Papier Mache. 

Jobber inquiries invited. 


JONAS DISPLAY 


154 E. 33d Street, New York 16, N. Y. 
Murray Hill 4-3785 














FACT, FUN and 
FANTASY in DISPLAY 


TO MEET YOUR NEEDS IN ALL MEDIUMS 





Write, 


wire or phone for complete details. 


TALLY-HO Display Studios 


150 E. 22TH STREET NEW YORK CITY 16 
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A NEW APPROACH TO STORE 
TELEVISION 


[Continued from page 67] 


voice quietly says: “Newest Easter bonnets 
in our millinery department, 3rd_ floor 
south.” At the end of the commercial, the 
model slyly winks, is slowly faded out as 
an advertising card is faded in until the 
next piece of merchandise is presented 15 
minutes later. In the meantime, the model 
slips out of her hat and is ready for the 
next 20 or 60-second commercial, whether 
it be nylon stockings, handbags, 
blouses, gloves, or lingerie. 

If ten or twenty-minute 


shoes, 


programs, as 


proposed by some stores, are used, very 
large production staffs will be required. 
Each ten-minute segment would require 
approximately three hours of rehearsing, 


based on the currently accepted rehearsal 
ratio of 16 to 1. In other words, if a store 
televised a ten-minute program every half 
hour, 16 programs per day, four days of 
rehearsals for each day’s programs would 


be necessary. That, obviously, is imprac- 


tical. To repeat the programs all week 
would be poor business showmanship. 

In view of the above, and for other 
practical reasons, we suggest that depart- 


ment stores plan swiftly paced, crisp com- 
mercials of not more than 60 seconds dura- 
tion. The cost of production will be less 
what now budget for 
interior displays at Christmas time. 


than most stores 


Displayman Expresses Opinion 
On Fine-Art-Display Question 
(The following letter by Theodore Bagegel- 


mann, display manager for Heeseman, Ine., 


Sacramento, Calif., 1s in reference to an 
the May issue reporting an ex- 
correspondence 
Co., New York 
Modern Art. 
protested because a display designed by the 
New York City store had 
been “in the style” of Artist Stuart Davis. 
Kd.) 
The May 


carried an 


article in 
change of 
Leuer & 
Museum of 


between James 
City, and the 
The museum had 


company for a 
DISPLAY 


under the 
Wronged 


WORLD 
heading: “Is 
when 


issue of 
article 
\rtist’ 
uses his Style ?”. 


‘Creative Display 

Having considerable pride in my profes- 
sion as a displayman, the controversy is of 
great interest to me. 

[am not gifted with legal phraseology, but 
there are a few points that I feel should not 
go unchallenged. 

First there is a letter dated April 2, 1946, 


by Mr. Weatherly, co-partner of James 
Leuer & Co., written to Mr. James Johnson 
Sweeney, Director of the Museum of Mod- 
ern Art, New York. 

\mong other phrases he writes “we used 
Mr. Davis’ ideas.” 

In a letter dated April 11 to the artist. 


Mr. Stuart Davis, Mr. Weatherly states the 
following: “Our display was a three-dimen- 
sional creation made of plaster, cloth, metal 


and wire, all applied to larger panels. 
Merely some features of several of your 
paintings were transformed into plaster, 


cloth, paper, metal and wire. So that, for 
clarity, and for the sake of the public, I 
repeat, no picture of yours was copied. Our 
medium and method , differed substantially 


SULT, 


from yours — yours being on canvas 


board, ours being three-dimensional plaster, 


cloth, paper, metal and wire. And no pic- 
ture of yours appeared at all in the display, 
I say these things, because I find that most 
people, naturally supposing there must be 
at least some actual basis for the Museumi's 
and your complaint, assume that we must 
have directly copied or used some painting 
or paintings of yours, though we did not.” 

I, being one of the people, quite well 
understand Mr. Weatherly’s admittance that 
they used Mr. Davis’ ideas and his tuning 
down to a “merely” in a letter to the artist. 

In fact I know now that it is quite all 
right for an architect to take one of his 
fellow-architect’s structural designs and 
transform it into stone. If he is smart, he 
will build the front in the rear and vice 
versa, then nobody can complain. And be- 
sides that, did he not make his in stone and 
the other fellow his on paper? 

I shall avoid going into Mr. Weatherly’s 
extensive remarks in regard to Mr. Davis’ 
work in relation to other artists, and his 
deduction, Mr. Weatherly’s, that the display- 
man enjoys the same rights. But there is a 
great distinction between a displayman mak- 
ing use of another man’s ideas and an artist 
working in the manner of another artist. 

Tell a displayman that his windows are 
done in the manner of another displayman, 
and I am sure that he would be highly in- 
sulted. But if tell an artist that his 
work is influenced by, or done in the man- 
ner of another artist, he will feel compli- 
mented because that probably is the 
of painting or art, that he follows, 
considers himself part of. 


you 


school 
and 
Before expressing himself as not seeing 


distinction between “commercial” art 


any 
and fine art, Mr. Weatherly should have 
consulted a commercial artist. He would 
have learned that the average commercial 
artist seriously works on fine art in his 


leisure time, but never would place his com- 
mercial art on the same level as his fine art. 

Both displayman and artist have one thing 
and that is, striving for indi- 
viduality in their particular field. A= dis- 
playman is hired for his creative ability, 
but none would ever survive a second charge 
of having made use, consciously or 


in| common 


uncon- 
sciously, of any other man’s ideas. 

We find the fine arts more and more em- 
ployed in the display field—not alone be- 
cause it adds distinction, but because 
the American public has become art con- 
scious in the last ten years. Displaymen on 
the West have found that 
with a card bearing the legend of having 
been designed after “Artist X” create added 
interest. 


also 


coast windows 


advertisers in national magazines 
realized this trend of the public. 
Whereas it was customary to run an illus- 
tration without a byline in an ad, today we 
find in ever increasing numbers under the 
illustrations a short legend to the effect that 
this particular illustration was especially 
designed for the firm by such and_ such 
artist, or that the picture shown was part 
of a collection that the company in question 
owns. It will be only a short number ot 
years and our national magazines will re- 
semble art gallery catalogues, and that, be- 
cause the public wants it. 
Displaymen should keep 


a 
Big 


have 


this in mind, 
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especially since a window successfully exe- 


“uted 
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Arthur Lotz Succeeds 
H. H. Toombs 


Arthur D. Lotz has been named display 


nanager for Loevenhart & Co., Louisville. 
He succeeds H. H. Toombs, whose death is 


reported elsewhere in this issue. 


the style of a prominent artist or 
choo! of art, and properly labeled as such, 
| to their individual standing in their 
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Weinvite DISPLAY WORLD read- 
ers to make frequent use of the 
Service Bureau for information on re- 
sources for all types of display mate- 
rial and equipment from air brushes 
to zebras (stuffed), or for general con- 
sultation on display problems. No 
charge is made for this service, of 
course. 








STIX, BAER DISPLAY 
[Continued from page 49] 


done by Hazel Canepa and Homer 
ldridge. The remaining member of the 
terior display, A. Iseli, does general dis- 
work. Operations of the interior divi- 
are all-inclusive, and many major 
motions require assistance from all other 


ches of the display department. 


fhe production department is headed by 


P. Conway, artist, and Jacqueline Heil- 
eck This department illustrates most 


that are used for long-range planning 


des this, they are frequently called upon 


art work, cut-out designs, and illus 


Carl Denner heads the relatively new 


events division. Since its inaugura- 
vear and a half ago this division has 
come one of the most active parts of the 
rganization. Special events takes care of 
tvle shows, outside publicity work, and 


cial exhibits. 


From the standpoint of both personnel 
nd equipment, Stix, Baer & Fuller has an 
standing sign shop. The sign division, 


ducing thousands of “silent salesmen,” 
eaded by Howard Backer. Under his 
supervision is Pat Strong, sign editor, 
\rtist Cletus Mueller, and Ludlow and flat- 
| press operators. All interior signs, 
mall display cards, and in many cases 
rtlons of window signs are set on the 
vw. The size, shape, and general de- 

‘ign of signs are included in the over-all 
plan. Many different types of ma- 
nals and designs are used, but they always 


ive a direct relationship to the merchan- 
ise, and to the display as a whole. 


lle properties division, headed by Carl 
landiord, is responsible for the myriad of 
rops contained in the 11th floor workroom, 
e three floors of the warehouse that 


upied by the display department. 


It said that a man does best that thing 
ich he best understands. That fact, as 
‘PpPhe | to an organization, has resulted in 


] 


‘ux, baer & Fuller. 


ly successful display department for 


| 


DISPLAY WORLD 


isplay 


Set your sights for greater Fall sales . . . point 
your displays toward a greater buying audience! 
As the first step, start with a colorful, eye- 
appealing pictorial. Then back it up with one 
of the brilliant Sherman display backgrounds to 
match Autumn's gay colors. See the great new 
Sherman display line at your display dealer's or 
write for the new Display Guide — it's FREE! 


Shetmean 


PAPER PRODUCTS CORPORATION 
Newton Upper Falls 64, Massachusetts 


New York * Chicago ° Los Angeles ° Atlanta 
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Custom made to your specifica- 
ticns. Natural wood. 


Designs shown range in height 
f-om 4” to 17”. Very effective 
in 3 or 4 ft. heights. 


ants \o\ cath 


6805 17th Avenue Brooklyn 4, N. Y. 
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| Genuine Papier Mache } y A »,’ News 





The best blouse and sweater selling displayer 
available. Beautifully molded in durable 
papier mache. Order now! 


Manufacturers of: 
CHROME CHAIRS 
MANNEQUINS 
WINDOW STANDS 
GARMENT RACKS 
CHROME DISPLAY 
FIXTURES 


Write for Information 


iM. A. MORRIS 
FIXTURE CO. 


1209 Rutger St., St. Louis 4, Mo. 











Hand-woven crushed 


BAMBOO MAT 


A STRONG, LIGHTWEIGHT, SELECTED 
structural material of unusual texture. 
Washable finish. Good big sheets that adapt 
easily as backgrounds, flooring, dividers. 
Send for samples. 3%’ x 514’ mat $3.95. 


YUCCA POLES 


Give high dramatic 
lines to your win- 
dows! Light weight, 
durable. 1” 2 6" 
diameters. Prompt 
delivery. 3” diameter 
and over 6 ft. high, 
each $2.40. 











WRITE FOR 
NEW CATALOGUE 


TROPILRAET 


935 Sutter St., San Francisco 2, Calif. 














T a called meeting of the outgoing 

officers and directors of the Inter- 

national Association of Display, held 
in the New Yorker hotel Sunday morning, 
June 23, there were present Joe Apolinsky, 
Dave Estes, Richard Staines, Aubrey Maley, 
Everett Quintrell, Paul Klories, C. H. Fadem, 
Walter Kelly and Al Pollard. 

The purpose of this meeting in New York 
City was to revise the present IAD by-laws 
and to offer recommendations to the new 
officers and board of directors; many sug- 
gestions were offered and in turn were 
accepted. 

One of the most significant suggestions 
adopted was the increasing of the dues from 
$5 to $25 annually. The reason for this in- 
crease in dues was that it was felt that the 
IAD could give its membership much more 
if the association had more funds to work 
with. The many suggestions and the com- 
piling of our new by-laws were delegated to 
the new president, Joseph Apolinsky, who in 
turn is to present them to the officers and 
board of directors for final approval before 
adoption 

After the morning session, luncheon was 
served to the officers and directors in the 
East room of the New Yorker. 

The afternoon session was called to order 
by Dave Estes, past president and now 
chairman of the board, that afternoon. The 
purpose of this session was to bring about 
the affiliation of other display associations 
with the IAD. Representing the Ohio Dis- 
play Association was Joe Vent, of Rike- 
Kumler Company, Dayton, president of the 
ODA, and C. H. Fadem, Lyon Tailoring 
Company, Cleveland, represented the Great 
Lakes Display Association. They both 
promised the IAD complete cooperation and 
could be accomplished by all 
working in complete har- 


felt much 
display groups 
mony with the IAD as the mother group of 
them all. 

At this meeting it was unanimously agreed 
by all present that a lifetime membership 
and silver plaque be prepared and presented 
to Dave Estes for having served the asso- 
ciation as its president for the past two 
years 

At the Monday 
TAD Clinic, which was open to the member- 
ship, an informal talk on the long-sought- 
after yardstick for measuring the value of 
display — both window and _ interior — was 
given by Al Pollard of Stix, Baer & Fuller, 
St. Louis. After Pollard’s talk, the meeting 
was thrown open to questions and answers, 
at which time many pertinent facts were 
brought out. 


morning session of the 


The Monday afternoon session was de- 
voted to the election of officers and to the 
awarding of plaques to the winners in the 
National Victory Display Week contest 
sponsored by the IAD in cooperation with 
the Treasury Department during the Eighth 
Victory Loan drive. Sterling silver plaques 
were awarded as follows: First, Clement 
Kieffer, Jr., Kleinhans Company, Buffalo; 
second, Roy H. Heimbach, Michigan Con- 


| By JOSEPH APOLINSKY, President 


solidated Gas Company, Detroit; third, RJ. 
Patterson, Weiss-Goldring, Alexandria, La 

Three fourth prizes were awarded to the 
following: Wray Gilliam, Field-Schick, S+ 


—Joseph Apolinsky— 


Paul; John Cook, Coulter's, Los Angeles 
and Steve Allan, Henrey’s Clothing, Wichita. 
The following were elected to serve as 
IAD officers and members of the board of 
directors for the ensuing year: 

Joseph Apolinsky, 
Loeb, Birmingham; first  vice- 
president, Aubrey L. Maley, The Broad- 
way-Hollywood, Hollywood; second vice- 
president, Ed A. Osterland, William Taylor 
Company, Cleveland; third vice-president 
Paul W. Klories, Union Electric Company, 
St. Louis; treasurer, Richard Staines, Van- 
dever’s, Tulsa. 

Directors: Dave Estes, Bond Clothes, St. 
Louis, chairman of the board; Walter J. 
Kelley, Delano’s, Boston; Craige L. Embree, 
A. H. Geuting Company, Philadelphia; 
Eugene W. Turner, George Muse Clothing 
Atlanta; C. H. Fadem, Lyon 
Company, Cleveland; Frank 
Whitelam, Fyfe’s, Detroit; Ray Bianchi, 
Goldblatt Brothers, Chicago; A. W. Mce- 
Mahon, Glaser Drug Company, St. Louis; 
Harold H. Benson, The Baker Company, 
Minneapolis; Gus W. Burghard, Sakowitz 
3rothers, Houston; Joseph T. Sjursen, 
Frederick & Nelson, Seattle, and John 
Cooke, Coulter's, Los Angeles. 


President, Loveman 


Joseph & 


Company, 
Tailoring 


Increased Lamp Prices 


Are Announced 

Effective July 1, Sylvania Electric Pro- 
ducts, Inc., announced price increases of 
approximately 10 per cent for popular sizes 
of incandescent lamps, and 5 per cent for 
most types of fluorescent lamps. The new 
list prices will, in general, conform to those 
of the industry as a whole. 
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Novel "Flat Window" Display 

Concentrates Fifty Patterns 
Merchandising of sterling flatware for 

fut delivery has been considerably sim- 


plified at Hess-Culbertson’s, St. Louis jewelry 


store. with a “complete patterns” display. 
Beiore this idea was adopted, Clarence 
Henry, sterling buyer, found most of his 


salespeople and himself tied up all day long 


in getting out various patterns to show 
interested customers, and explaining that 
the store is merely taking orders now for 
delivery many months in the future. 


To overcome this situation, Henry worked 
display mentioned; it consists of 

panels covered with heavy 
which are fitted into an “odd- 
window of the Hess - Culbertson 
store. This window is a bare 10 inches 
away from a supporting steel post in the 
corner of the store, and has always repre- 
sented a stiff problem to use effectively, but 
for sterling flatware pattern presentation it 
has proven more than efficient. 


out the 
two plywood 
black velvet, 
cor! er” 


the window 
each in a 
clipped to the 


Now a permanent display, 
consists of 50 sterling 
different pattern, invisibly 
plywood backing of the velvet surface. 
were chosen because of their uni- 
in size, the fact that most collectors 
interested in spoons, and for 
better attention to the patterns involved. 
“Of course, we might have preferred to use 
knife, fork and Henry 
states, “but in lieu of space we concentrated 


on the spoons.” 


spoons, 


Spoons 
formity 
are most 


spoon settings,’ ’ 


clipping them, each spoon was 
coat of clear lacquer to prevent 
and rubbed down with a soft cloth. 
This produced the correct sheen. They are 
arranged in eight including two 
small units of two each transverse to the 
horizontal lines of the main display. Each 
pattern is identified completely by a small 
3 by 2-inch white cardboard card under- 
which also the price the 
setting or starter set offered in that 
specific pattern. 
In the 
we BT 


Before 
given a 
tarnish, 


groups, 


neath, gives for 


place 
center, a hand-drawn sign reads 
place setting plan makes it 
Sterling Silver.” Below this 
listed a number of the most popular 
together with a note that the 
promise definite delivery dates 
orders taken before a certain time. 


easy to 
own copy is 
pat- 
terns, store 
can for 

lhe result has been that far fewer people 
descend on the sterling flatware department 
at Hess-Culbertson with time-wasting ques- 


and a desire to several 


tions see patterns. 
When this does occur, salespeople cour- 
teously invite the customer to step outside 
and look at the “complete information dis- 
play” in the corner window. Thus, when 
salespeople wait on the customer, they are 


the 
few 


found to have chosen 


and require 


usually 


Price, .etC., 
{ 
I 


pattern, 


only a minutes 


service. 


Notional Mannequin Studios 
Now Owned By Foyer 


e firm of National Mannequin Studios, 
212 Western Reserve buildi ‘leveland 
~ Western Keserve Duilding, Cleveland, 1s 


no. owned solely by Ed Foyer, it is an- 
nounced. Mannequin repair and refinishing 
is tie firm's specialty. 
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4 SPEEDS Right or Left 
1/10, 1/2, | & 3 Turns Per Minute 


JORDAN HOPKINS, tt. 


136 W. 25 St., N.Y.C., WAtkins 9-4415 








Extraordinary Government Release! 


BRAND NEW 


ALL PURPOSE 
TURNTABLES 


The ideal turntable for window displays, office 
displays, show rooms, exhibits, etc. Precision 
built for smooth operation, sturdily con- 
structed for long wear. 

All bronze bushings and gears. Black bake- 
lite construction with enclosed G.E. 1/20 H.P. 
motor, A.C., II5V, 60 cycle, | phase. The 
8 inch removable table top will easily carry 
300 Ibs., balanced. Approx. height 14" over- 
all, 12"' base. Weight, each, 40 Ibs. 


Estimated Government Cost, 
$195.50 ea. 


Upto 25. . . $54.75 ea. 
25to50... 49.25 ea. 


5Oandup .- 46.50ea. 
TERMS: Net cash, F.O.B. warehouse 
Long Branch, New Jersey 





NEW AND 


IMPROVED 


Line-O- Scribe SIGN PRINTING MACHINE 


BETTER 
SIGNS 


Yous 





ONE OF THE SEVERAL MODELS MADE BY 
THE MORGAN CO., 3966 Avondale Avenue, Chicago 41, Ill. 


‘Get Sparkling Display Effects 


; e DIAMOND DUST 
e SILVER FLITTER 
e CRYSTAL BEADS 
e GLASS TINSEL 
Glass Tinsel is available in Silver, Gold, 
Blue, Green, Red and Black 
, Prices and samples furnished upon request 


}EMPIRE TINSEL & BALLOTINI CO. 


1265 Broadway New York. N. Y. 











© Please Mention DISPLAY WORLD When 
Writing Advertisers 
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STUDY \N 
WINDOW DISPLAY 
AT HOME 


Easy Home Study course showing 
how to do every phase of window 
display work. Carry out our instruc- 
tions in your own.wigdows and 
learn while you earn. Sy.) ¥ 


Largest and oldest scheol of its kind. 
Founded 1904. 
Write for literature. 


THE KOESTER.SCHOOL 


300 W. Adams St., Chicago, Ill. 
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FOR 
CHRISTMAS | 


2095. 26 ST. 
N.Y. 6. 
LEx 2-940 
AND 
IN CHICAGO “ 
a 
209 W. NORTH 
AVENUE 









Meet the 


DISPLAYMATES 


Cutest Trio of Sales-Builders Ever Designed 


Eye-appealing attention getters, these cute 
and clever kids. Designed to attract and 
make your customers want to buy. In sets 


of three. Each complete 
with 8" circular glass tray. 22-50 
SET OF 3 


Mail coupon for yours today. 
ART R. COHEN COMPANY 


810 PENN AVE., PITTSBURGH, PENNA. 


Send | set DISPLAYMATES to us immediately. 
Check enclosed. Bill us for $22.50. 





FIRM NAME 
ADDRESS 


CITY 





YOUR IDEAS MADE TO ORDER! 


Will make special items to order to your spec! 
fications. We will fabricate or mold your ideas 
n Plexiglas or Lucite, 
exclusively for you 


PLASTIC CREATIONS MFG. CO. 


707 South Pulaski Road, Chicago 24, Ill. 


small or large runs, 
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Specialized 
Display 


By JERRY HAMMER 
Roaman's, New York City 


“ ee i & - 
LL the merchandising policies of our 
store are geared to carry the kind 

[ look 


of clothes that well on the 
larger figure,” says our merchandise man- 
ager. 

Although the basic ideas of display are 
used and the same problems confronted, the 
display manager in a store such as this 
frequently encounters new situations and 
difficulties different from those in other 
stores. 

It is not a simple task to put a size 38 or 
40 garment on a mannequin. And of course 
the larger woman is often sensitive about 
her size and much care must be exercised 
in the selection of colors. 

Roaman’s has the largest assortment of 
garments in size 38 to 52 that the writer has 
ever seen, and they are definitely all fashion 
Nevertheless, manufacturers gen- 
erally are reluctant to make garments in 
these larger consequently, the 
selection 1s somewhat limited. 

Our windows must be youthful enough to 
attract the passerby, yet care must be taken 
to avoid extremes which might frighten our 


stvled. 


sizes and, 


conservative larger woman. 

Although we are situated on 39th street, 
the power of our window 
not be under-estimated. Six windows, all 
modern and well lighted afford ample oppor- 
tunity for creative displays. 

A fashion booklet published by Roaman’s 
and mailed to 100,000 customers is a good 
subject for window promotion. These book- 
lets illustrate the different types of mer- 
chandise carried and include the coat, dress, 


shoppers should 


fur, sportswear, shoe and other departments 
of the store. We use these different acces- 
sories to good advantage in coordinating a 
window. 

Throughout the three modern sales floors, 
plus the second lounges, 
approximately 44 display 


floor offices and 
there are spots. 


These include 15 cases and eight “above 
eve level” spots. 
The lighting effects are 


lights with the addition of spotlights where 


from fluorescent 
necessary. The windows also have fluores- 
cent lights at the edge and contain six to 
eight spots each. 

Merchandise is borrowed through regular 
channels such as the merchandise loan book 
which is used at other leading department 
stores. 

The display department must keep within 
a budgetary limit as is the custom with 
most stores. 

The prop-room, workshop and the writer's 
office are located away trom the store in a 
Although this affords us 
ample space and privacy, we sometimes en- 
difficulty in larger 


near-by building. 


counter 

props. 
The display 

comparatively 


transporting 
department at Roaman’s 1s 
small but we have progres- 
sive ideas and plans—which are very essen- 
tial in dealing with a very specialized type 
of client. 
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"Letter Writing Week" 

Poster Slected 

‘ illustration is of the official poster 
ted for National Letter Writing Week, 

wl will be held October 13-19 this year. 

\ splay contest which will be held in 

connection with the event will award $6060 


KEEP FRIENDS NEAR| 





wationar LETTER WRITING weex 


OCTOBER 13 to 19 


cash prizes among four classifications 
lepartment stores, stationers, variety chain 
res, and drug stores and other retailers 
included in the first three divisions. 
First, second and third prizes in each clas- 
sification are $100, $40 and $25, respectively. 
Full details concerning the contest can be 
btained from the Paper Stationery and 
bhlet Manufacturers Association, Ine., 527 
Fifth avenue, New York City. 


Staff Additions Made 

By Garrison-Wagner 

mustered out of military 
service, I. T. Vierheller, Jr., has joined the 
sales. staff of the Garrison-Wagner Com- 
pany, St. Louis, where his father is manager, 
ind will travel the states of Kentucky and 


\fter being 


lcnnessee. 
\nother addition to the Garrison-Wagner 
iles staff is Les Wipperman, Jr., son of 
company’s treasurer, who was recently 
lischarged from the armed forces; he will 
ver the states of North and South Caro- 


New Display Manager 
At Roaman's 
lerry Hammer, formerly with Macy's dis- 
department, is now manager of win- 
v and interior display at Roaman’s, New 
York City store of youthful fashions for the 
larger woman. Hammer has the odd dis- 
tion of being the youngest display man- 
in the City of New York. 


Norman Vogel Joins 
Miami Company 
Norman Vogel, formerly display manager 
the Franklin Shops, Hempstead, N. Y., 
joined the staff of the Perles Company, 
. Miami, Fla. 
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An exotic tree-figure symbolic 
of fall feminine fashions, made 
full- round of sturdy 


mache 5', 6" high. 


papier 
Small com- 
panion tree-form for coordinated 
Other 


unique pieces in Tri-Allied's fall line include 


case or window display 18" high. 


handmade papier mache, sculptured wire 


and wood originals. 





; CREATIVE | 
Vit - ALLIED DISPLAYS 














Why Wait 6 Months ... or Longer 


> Weexs Denivery 





Shur-Nuff Display Materials 
20 N. 6th St., Minneapolis, Minn. 


Ely & Walker 
1520 Washington Ave., St. Louis, Mo. 


The Fixture Mart, Inc. 
314 W. Jackson Blvd., Chicago, Ill. 


Lewis Fixture Co. 
224 E. 9th St., Los Angeles, Calif. 


Archway Supply Co. 
616-618 Arch St., Philadelphia, Pa. 











257 W. 17th STREET 












DISPLAY MANVEQUIN, INC. 


When You Can Get 


On our distinctive and modern 


Women’s, Men’s 


and Children’s 


ae UINS 






NEW YORK CITY 

























DEKADHES 


“The Laboratory Cement” 













Ideal for cementing 


Lucite, Plexiglass, Cellu- 





lose Acetate, etc. 


Water clear and water 


resistant. 


16 oz. Jar 


$5.00 postpaid 
& 


Technical Specialties Co. 
184 COMMERCIAL ST. 
MALDEN MASS. 


























Henry's CY, A 
PLASTIC HANGERS 
for DISPLAY 
“We make the better Hanger 
For the better Merchant” 


12" Size 
“KIDDIE HANGER" 










14!/," Size 
"JUNIOR HANGER” 



























THE BEST 
HANGERS 
MADE 







17" Size 
“LADIES HANGER" 


A Hanger of Superior Quality 


“THE HANGER KING” ° Pioneer of Plastic Hangers 


HENRY HANGER CO. of AMERICA 
450 Seventh Ave. N. Y.1, Dept. DW 


‘ 


| pale monotone. 


| 
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~ Thoughts On Interior Display 


By JOHN C. NICHOLS, 
The Higbee Company, Cleveland 


NTERIOR display should be regarded as 
our number one selling medium. Statis- 


tics and surveys show that customers 
make about 85 per cent of their purchases 
because of display. That tells us that 
interior display is the means by which 


millions of sales are being made yearly, not 
by force and high pressure, but by pleasing 
effects and agreeable atmosphere at the point 
of purchase. 

We all know that these point of purchase 
spot displays are acquired by good arrange- 
ment of timely merchandise in settings of 
attractive color tones with proper lighting. 
Since that these occasional spats 
shouldn’t we also agree 
that it more important to 
an all-over, general atmosphere, 
that is equally pleasing and attractive to 
customers ? 

Your complete store—each individual floor 

should the personality that 
exclusively yours. This can be achieved by 
careful planning and coordination of archi- 
tecture and combined with color 
lighting, suitable furniture and 

\fter these are once established 


we agrec 


are good sellers, 


is even create 


or store 


express is 


design 
schemes, 
fixturing. 


their success depends upon the use _ to 
which the interior display director puts 
them. Inasmuch as this is true, the interior 


display director should take an active part 
in all store planning. He should consider 
to be more far-reaching 
than the mere appearance of mannequins or 
display niches or case trims. He should want 
to be in on floor layouts, color schemes, and 
lighting problems right from the beginning. 

In order to be valuable in this capacity 
he must get the customer’s viewpoint well 
in mind and understand the personality and 
character his and then make the 
store reflect this character and personality 
in order to attract the type of trade that 
the management wants. 


his responsibility 


of store 


Most of the stares in business today were 
built two and little 
consideration was given to the importance 
of display as a selling medium. Stiff counter 
cases, shelving units, 


one or decades ago 


and stools were moved 
into place under a battery of hanging light- 
ing fixtures. An even distribution of glaring 


light throughout a floor with a fine high 
reading of foot candles showing on _ the 
light meter was all that was necessary. 

In contrast, today we think of soft, in- 


direct lighting for 


by 


general atmosphere, 
fluorescent cold cathode 
flowing over areas of colored walls; while 
the displays of merchandise are emphasized 
by means of punch lighting, using spots and 
floods to penetrate the soft light areas. 


acquired or 


From lighting we turn to color planning. 
Today we think of more and more color, 
with special colors for each department in- 
stead of an entire floor being done in a dull, 
Of course these individual 
department colors must fit into an all-over, 
well-planned floor scheme. And the many 
colors need to be carefully coordinated with 


lighting in order to retain a pleasing at: 
phere and not create a disturbing one. 


S- 


Another problem we have when we use 
special color schemes to suit each depart- 
ment shop is that of floor covering he- 
cause to carry out a special scheme we must 
have the all-important floor area in harmony 
with the rest of the shop. This might call 
for a burgundy seamless carpet for a formal 
corset salon done in turquoise and rose; or 
it might call for gray or blue linoleum for 
a boys’ shop done in strong reds and yellows, 
This means that the old standby taupe floor 
covering throughout a store (because it 
seamed easier and was more economical to 
buy that way) is a thing of the past in 
today’s planning. 


or 


We can not forget furniture and fabrics 

in our planning. Chairs or seats should be 
chosen to conform to the character of the 
complete shop. They should be upholstered 
in harmonizing or contrasting colors, which- 
ever are more effective. Such things as 
draperies and fitting room curtains should 
be considered at the same time, in the early 
planning, not just thrown in at the last 
minute from a bolt of old material left over 
from another shop. 
‘ All this takes long-range and detailed 
planning but it need not be extravagant or 
expensive if it is well handled by an intelli- 
gent interior display director working with 
management to establish a desired person- 
ality and character for a store. 

Authorities agree that correct planning of 
modern interiors for increased sales 
of merchandise requires 90 per cent horse 
sense and 10 per cent technical ability. 


store 


Interior display has a great future and 
many directions to expand into. Today. 
designers of stores for the future are giving 
interiors first consideration in their plans. 
In some instances, in less trafficked areas, 
show windows are almost entirely elimi- 
nated, open fronts giving a direct view into 
the store. 

With a thought for the future, let’s pre- 
pare ourselves for the new importance of 
store interiors and be ready with knowledge 


and inspiration to meet the demands of 
tomorrow. Let us keep open minds_ to 
absorb all the new techniques and new 
possibilities in display. Let’s not be left 


in the limited field of “just displaying” by 
being self-satisfied with our present way 
of doing our jobs. As Charles F. Kettering 
of General’ Motors once said, “Just as soon 
as you become satisfied with what you think 
you know, the concrete has begun to set in 
your head.” 





Schack's Issues Brochure 
For Autumn Season 

An eight-page catalogue in full color, fea- 
turing display units and decoratives for 
the fall season, has been issued by Schack’s, 
Inc., 319 West Van Buren street, Chicago. 
Copies are available on request. 
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"Church Posters And Publicity" 
ls New Book By Seay 


The \Wartburg Press, Columbus, Ohio, has 


‘ust. published a book entitled “Church 
Posters and Publicity,” by Homer Seay. The 
author is a well-known displayman, a vet- 
eran the profession, who for some time 
has been in charge of display and publicity 
for Wartburg. The book, published at $3, 
covers a field heretofore untouched and _ is 
writt in a simple, understandable way. 
Thirty-five full pages of alphabets, sym- 
hols and designs are included, as well as 
helpful hints on how to use the material 
presented. One section deals with the mak- 
ing papier mache forms, three dimen- 


sional displays, posters, transparencies, and 
the like. 


Change In Display Policy 

For S. Klein's 

The display policy at S. Klein & Co., New 
York City, is now being “traded up” under 
direction Diane Norman, display 
manager. The well-known low price store 
is eliminating present small windows 
and “bargain counter” display atmosphere 
in favor of larger windows and more 
modern display treatments. Interior dis- 
play will be given more attention in future, 
it is reported, and the display staff aug- 


the of 


its 


mented. 

\ new addition to the display depart- 
ment is Rudolph Glaisek, as assistant man- 
he was formerly with James McCreery 

in charge of display production. 


ager , 


&X Co., 





Wedding Bells Ring 
For Dave Estes 

The wedding of Mrs. Juanita Kirk and 
Dave Estes took place at the Park avenue 





Christian church, New York City, on June | 


25. Estes is display manager for Bond 
Clothing Company, St. Louis, and was presi- 
the International Association of 
Display for the past two years. The couple 
remained in New York for several days, at- 
Display Market Week there, and 
spent some time in Cleveland before return- 
ing to St. Louis. 


dent of 
tending 


S. L. Katzman Organizes 
Window Display Service 

Recently returned from the army, S. L. 
Katzman has formed Coronette Window 
Display Service in New York City. The 
service includes merchandise plan- 
ning and what is said to be a new handling 
Mt display and 


firm’s 


props accessories. 





Cincinnati Displayman 
Becomes Free-Lance 
| resignation of Jack Plochocki as dis- 
play manager for Neisner Brothers, Cin- 
Cinnati, has been announced. He was with 
m for eight years, and will now devote 
Is time to free-lancing. 





Hanick Moves 
To New Building , 
of Hanick’ 


offices and showrooms S 
Dis vy Center are now located in the firm’s 
ne ulding at 138 South Third street, 


Phi 


elphia. 
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Rich Colored Granular Display Materials 
Give Your Displays Appeal and Effect 
—Latest Fall Colors—They Are Unique 


Prompt shipments. 
dising Displays. 
dust, pearl chips, sea shells, glass fibre, ete. 
Trunks, etc. 
coast to coast. Easy to handle. 
to Paper, Wood and Fabrics. 





Good for Exterior and Interior displays. 
Gives large coverage. 








182P—Wood Kubes 


No. I—Flat Wood Flakes 


No. 6—Wood Chips 


NATIONAL SAWDUST CO., Inc. 
Display Dept. 
Catalogue furnished. 


65 NORTH 6th ST. 


BROOKLYN Il, 


Contact your jobber or write direct if necessary. 









Manufactured in all standard colors good for almost any kind of Merchan- 
Wood Flakes — Kubes — Chips, Lawn Grass, sand, stones, tinsels, diamond 
Good around Pedestals, Islands, Borders, Tree 
It’s first choice in leading stores from 

Also can be adhered with adhesives 

















Visit our Showrooms } 
EVE BRUESER STUDIOS, Inc. | 
AND 
GRIMES DISPLAY SERVICE 
22 WEST 38TH ST. | 
NEW YORK 18, N. Y. 

NEW CARPETS for OLD | holland 
Use DY-O-RUG to renew or re-color worn or Reliable Dutch firm in 
faded carpets, overnight without removing Amsterdam would like to 
from the floor. @Perfect for use with air-gun or represent American firms 


re-coloring Draperies. @All colors and black. 


For complete information and sample (color 
selected should be same as in present carpet, 
or darker) write 


HELMS CHEMICAL COMPANY 


1014 N. Harlem Ave. River Forest, Ill. 








dealing in display articles 
of all kinds. 
our own account. 


Buying on 





By our organization you will reach 
every possible client in Holland. 


Please write by air mail to: 


BOSCH & WESTERLOO 


Kloveniersburgwal 42, 
AMSTERDAM, HOLLAND 
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Retaile 
Loock Resigns Berger Post; 


Succeeded By Graeber 


yso © 


ott 
Following the resignation of Lewis F. a 
Ah Loock, display manager for L. L. Berger, nao 
fi Inc., Buffalo, for the past six months, Ray- se 
Alin mond G. Graeber has been promoted from ‘a 
#||«"\ first assistant to fill the position. Both he A 
pe * men were with Berger's for several vears ie 
x? as before the war. Loock’s future plans have eae 
4 m*\ not yet been announced. wisn 
He ait | Woul 
i, Black Elected Chairman packag. 
A Of Cavendish Group It is 
At a meeting of the Cavendish display your Mt 
managers’ group at the company’s offices in  ¥ te e pit will 
All types of flags for New York City on June 25, Morris L. ' 5 nation 
window and store dis- Black, Strouss - Hirschberg Company, Great 







Youngstown, appointed chairman for 


the 


play purposes. Imme- ae nds t 
. E . . bs vi funds 
diate deliveries in all Tee eon 


Commu 





= i : 3 my These 
sizes and materials— Mag 
% H b T b 4 . ill wellar¢ 
grosgrain rayon, taf- ub loombs, Louisville, alleviat 
feta, and standard Dies Suddenly They 
unti 7 r i Word is received of the sudden death on : , 4 . , away { 
bi ting. Also special l yc 7 | = Sea Lo. —Above is a business suit display in a setting lice 
sizes and types made June 25 of Hub Toombs, display manage i : : away | 
to order for Loevenhart's, Louisville, as the result of foliage with a lattice screen for background. The | 
of a heart attack. . . . Below, slack suits shown in a rustic setting— men of 
Write For | eee jobs ar 
i ‘ Sam Grossman Enters standing, spot-lighting is often used. I ie OF 
illu strated Price List Jobbing Field this case the eagle = derives gol on 
. . - arece S re 5 aSS 34 < ( he ut INA 
All types of patriotic decorative Grossman Display Center is the name ot wea “3 a? ve cht er sia os he lust 
ee merchandise highlighted. If the window has ISU 
* a new jobbing firm located at 25 East Huron re : 
materials, —— — — na- Susie Bufl 1 eiiivce th dination of Sia ™ veral outstanding articles and accessories embet 
tions, etc. rite t : pe So ae sabe tN en each s : lig Oo prese n-ai 
a — oo Grossman. A full line of mannequins, fixtures, then each should be lighted to present. its wre 
prices and free catalogue. Slag? full value. irk, 
tabrics, decorations and other display items Lichti | pe ee — lispl 
ms Aghting aiso tends to tie the display to- C sf 
is carried. : ; ' 
REGALIA MFG. CO., Dept. 64, Rock Island, lll. gether, holding the attention to the = mer- ind CO 
chandise. A good display can be completely ANIC. 
FOUR ESSENTIALS ruined by poor lighting. Therefore, lighting yorker 
LOOKS Li [Continued from page 56] can never be stressed too greatly. With 
KE tion in the window so that it is easily seen, Cleanliness is another factor that can not as 1 
4. Lighting. Lighting 1s a completion to be over-emphasized. A dirty window de- All t 
the display; it is much like the framing of tracts from the display, no matter how ou 
a priceless painting. It should be so placed — artistically presented. Windows should be he 
as to bring out the individual articles shown. checked twice daily to see that all fallen Ta 
It enables the observer to view the mer- — particles are removed and that the window SETVICE 
chandise in its true quality and color. is clean and tidy, presenting a fresh and Best 
When one particular article is most out- orderly picture to the public. ippor 
gNS 
ests 
ise t 
paign 
othe 
{ ap 
madi 
ical ( 
Ina 
tunds 
Ns 
. . . poral 
Sensational Lining and Cov- Thi 
° : amp. 
ering Papers By Makers of ! cig ) we 
5 a —— tribut 
COVERAY give you the rich appear. e- a p , i most 
ance of costly rare wood panels at lower cost 2 4 i 
than many ordinary display papers. Ideal for 





backgrounds — lining display cases — covering : ar . \mert 
shelves and tables or any similar use. Easily . ti 
tacked, glued or pasted on and is ready for 
immediate use. Some numbers have a 100% 
washable baked-on enamel finish—all printed I 
in washable inks. Unusually wide—40” to 48” 








—25-ft. rolls—$1.75 to $2.25. Many other ef- ite 
fects available with CLOPAY display papers. pla 
Write for samples. cha 

ing 
GARRISON-WAGNER CO. wt 
1629 Locust st. ST. LOUIS, MC. ~— 
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Retailers Urged To Support 
YSO Drive This Fall 


Pointing out that the campaigns for the 
United Service Organizations should not be 
lessened’ in intensity now that the war is 
over, (ue Community Chests of America, 
350 Fitth avenue, New York City, urges 
the cooperation of retailers and displaymen 
in the drive scheduled for this fall. The 
iollowing is suggested as containing the 
essentials in the message to be stressed: 

Would you like to purchase a_ bargain 
package of unusual value this fall? 

It is a bargain in service to you and 
vour neighbors. It will help you both and 
it will make your community and your 
nation a better place in which to live. 

Great interest is being manifested in the 
Community Chest and USO campaigns for 
junds this fall. 

These funds support the private health, 
welfare and recreation services seeking to 
alleviate social problems in your community. 
They also help to continue the USO “home 
away from home” for our men still in far 
away places, in .hospitals and in training. 
The war uprooted many people. It picked 
men of draft age out of their homes and 
jobs and set them down in the regimented 
life of the armed forces. It took women out 
f homes and away from their children to 

them into new and strange roles as 
ndustrial workers. In most families, every 
member, from the father in uniform to the 
teen-age boys and girls who left school to 
york, were moved by circumstances from 
the security of their homes to unfamiliar 
ind confusing environments. People with 
indicaps became needed and_ valuable 
vorkers overnight. 

With the close of war, the whole process 
vas reversed. 

\ll these shifts and changes have intensi- 
d our social problems. Because of them 

health and welfare agencies of the land 

facing greater and greater demands for 
eli 

Besides the local Red Feather services 
supported through Community Chest cam- 
paigns, this year most of the Communit) 
Chests in the United States are planning to 
use their share of the USO national cam- 
paign goal, although in New York City, and 
nother cities, towns and rural areas where 
the appeal is not to be federated, USO will 
mduct its own campaign through state and 
cal committees. 

In addition, many Chest cities are raising 
lunds ior some of the war relief organiza- 
lons whose tasks must be continued tem- 


This is a bargain package, truly. In one 
ampaign, Community Chests are making it 
issible for citizens to make a single con- 
n to cover a large number, if not 
st of the community services that the 

fords. It is a purchase that every 
mertcan should make. 








Jon’t forget — send in your news 
ltens about all happenings in the dis- 
play field: births, deaths, marriages, 
changes of position, anything pertain- 
Ing to display or displaymen any- 
where, 
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OF CLEAR PLASTIC 


For Eye-Catching 
Displays 


Beautiful, transparent DuPont 
Cellulose Acetate has been used 
for this handsomely sculptured 
blouse form— equally effective 
when casually leaned against a 
prop or when displayed on a 
stand. Completely closed back 
to assure greater strength and 
lasting shape. 


Available also in rose or amber 
fluorescent acetate. 


IMMEDIATE DELIVERY. Write today for complete specifications and prices, or consult 
your nearest display equipment jobber. 


226 SOUTH WABASH AVE. 


SLLCA/2 LL CHICAGO 4, ILL. 








LIFE SIZE REINDEER 


Frosted, shaded in nile green. Antlers electrically illuminated. 
Slightly used — perfect condition. Ten only $50.00 each 


F.O.B. Norfolk, Va. 


W. G. SWARTZ CO., INC. 


P. O. BOX 239, NORFOLK, VA. 














SHOWCARD BOARD 


Available from Stock 
14 PLY, 28 x 44 — WHITE AND COLORS 
Suitable Water Colors and Silk Screen Process—Cutting to All Sizes 


METAL FOIL PAPERS 


In Stock — | Ply — 2 Ply — 3 Ply; Rolls — 26" wide, 25 ft., 50 ft., 100 ft. — 
Sheets 26 x 20 and 26 x 40 
WRITE FOR SAMPLE BOOKLET 10! D 


SHOPSIN PAPER COMPANY 


Manufacturers and Converters of Paper and Cardboard 


112 CHARLTON ST. WOrth 4-6038 NEW YORK 14, N. Y. 
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News From The SDA 


HE meeting held in New Orleans last 
month found business matters of the 
association in very fine order. 

President Frank Vermilye announced the 
tentative May 5-9, 1947, for the 
proposed conference in New Orleans. This 
is in accordance with hotel accommodations 
that are available at that time. It has been 
generally agreed to stage an_ exhibition 
similar to the past Houston show, in the 
New Orleans Auditorium. 

A complete financial and business report 
on the Houston show was presented to the 
officers and directors at New Orleans. The 
show, which astounded the attendance in its 
magnificence, was cleared with a_ small 
amount of profit and inasmuch as it was the 
SDA’s first, the publicity and prestige it has 
given to the SDA is recognized as a far 
greater investment 


money could buy. 


dates of 


for the association than 


Edward Rose and Jack Ralston were given 
a vote of thanks to bestow upon the Houston 
committeemen and to themselves for their 
excellent business management. 

To print extra copies of the Conference 
proceedings, mentioned in the last appear- 
ance of this column, was decided upon at 
this meeting. The plan is to put these in 
the hands of top management and it was 
suggested that they be brought to the atten- 
tion of display people who were unable to 
attend. The remainder will be distributed 
among the directors for disposal in the 
proper places. 

Amendment of 
state that 


Article 7, Section 2, will 


directors are appointed by the 


By R. K. PUGH 
Publicity Director, Shreveport 


officers and not elected as in the past. (This 
is in accordance with the revision made at 
the Houston meeting.) This revises 
Section 3 accordingly. On Section 5, the 
same article, it was agreed to amend this as 
follows: “To be entitled to vote at any 
meeting of the association, a member must 
have on their person their membership 
card.” <A fly leaf containing these new 
revisions will be printed, also the listing of 
new officers and directors. 


The president and 


also 


secretary will have 
new stationery in a design similar to the 
present setup; however there will be a 
listing on the left hand side of the sixteen 
Southern states. Color layout will remain 
the same. Other printing was 
and approved. 


discussed 


Ted Solomon, display director of A. Harris 
& Co., Dallas, and director from that area, 
has put before the SDA board a suggestion 
for a committee to work and compile in 
booklet form a study of educational re- 
search, employee relation, fact finding and 
display evaluation. The booklet will be in 
the form of a survey and based on informa- 
tion that would be appreciable to manage- 
ment, emphasizing the importance of display 
to retail merchandising. Solomon’s idea has 
been confirmed and adopted by the SDA. 
He was appointed as temporary chairman 
of the committee to handle this and will 
begin briefing this program at once. Addi- 
tional committeemen will be selected from 
various areas of our Southern territory to 
work with Solomon in the field of research. 


Modern Merchandising 


HIS subject of modern merchandising 
with the present 
design is divided 
as display is con- 


integration methods 
day principles of 
three parts as fat 

ied 

Present day trends in selling 
The effect of these 
store designing 


ideas upon new 


The treatment of existing stores to 


conform to these ideas 


The present day overall trends indicate 

following basic ideas 
The “help yourself” store with the sales 

force reduced to a minimum—full de 
pendence on display 

2. The store which depends upon modern 

force. 


table 
“handle the merchandise.” 


display integrated with sales 


3. The 


displays 


store which depends upon 


4. The specialty store which dramatizes 


the product—display. 


By GEORGE KADEL 
Dallas 


5. The ideal store which incorporates dis- 
play, both table and dramatic, with a 
highly trained sales force. 

The study of past effective merchandis- 
ing—tvpe of fixture and display used, 
for different classes of products. 

The predetermining of traffic flow pat- 
terns within the store. 

Caring for the rest and easing of fatigue 
on the part of the buyer—the bar idea. 

These new ideas will change the pattern 

of the architecture of the new store in the 
following manner: 

1. Offsets in structure will aid in the 
dramatization of department displays. 
The size of the present day window will 
be increased—but the window will not 
be eliminated. 
Area size of store units will be 

trolled by past experience. 

4. Lighting will not fatigue. 


con- 


A complete committee will be announced jy 
60 days. 


An all-out membership drive was an- 
nounced at the New Orleans meeting. A sug 
gestion was made by Walter Spitzkeit, di- 
rector from Mississippi (Gulfport), that each 
director act as chairman in his or her par- 
ticular area, contacting local clubs, stor 
management and display people. It is th 
plan of the committee head (Spitzkeit) to 
have every Southern displayman or woman 
an SDA member before the year is out, 
This writer suggests that every member get 
a new member or members, a plan used in 
many Civic organizations, and which has 
proven very successful. Spitzkeit promises 
a report of his plans to conduct the mem- 
bership drive which will be announced in 
this column as soon as it has been completed 

Jimmie Cook, display director of The 
Fair, Fort Worth, was not listed in the 
last report of new directors. It was_ the 
writer’s error not to name him in the past 
list. He was appointed at the Housto 
meeting. 

The entire roster of SDA directors has 
been completed. They will be announced 
upon receipt of their acceptance. It is 
understood that three new men have received 
their appointments and the SDA board and 
officers are awaiting the replies. 

It would be greatly appreciated by the 
writer if SDA publicity office mail will be 
addressed to P. O. Box 1031, Shreveport, as 
some difficulty has arisen with mail sent t 
Shreveport without proper addressing. 


Integration 


Lighting will control traffic flow. 

Lighting will dramatize the ‘product, not 

the structure. 

Color will be non-fatiguing. 

Color will direct traffic flow. 

Color will arrest traffic flow. 

Color will rest the buyer. 

The arrangement of the store units wil 

be controlled by the predicted volum 

of sales for each department. 

The third consideration is the applicatiot 
of these ideas to existing stores. 
Application to existing stores can be made 

in all of the above points except those pet 
taining to building structure. The displa) 
artist should plan the basic changes 
illumination and color carefully so as t 
avoid mistakes. He should organize a plat- 
ning committee to study the above problems 
and ways and means of instituting thes 
new ideas. 
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Firm Wants To Hear 
From Exhibit Builders 


J \spey, Jr., president of the Exhibitors | 
\dvi-ory Council, New York City, wishes to | 
com) ile a list of display exhibit builders 

nvites inquiries from interested firms. 
He rites as follows: “As president of 
Exhibitors Advisory Council, I am anxious | 
to develop a list of reputable and recognized 


display manufacturers who are equipped to 


handle trade show booths and exhibits. The | 
council finds that a great many new ex- | 
hibitors are interested in participating in | 
trade shows and our council offices are being | 
bombarded with requests for the names of | 


and information about good display builders. 


“\pparently there is no organization or 


association of these folks and we are going | 
to have to help them ‘peddle their wares.’ | 
This of course is a service that will help | 
to strengthen our own position as well as | 
help the display houses. Among our own | 
membership we compile a list of many good | 


builders, but we would probably leave out 
quite a few who deserve recognition and 


business. 


“I was wondering whether it would be | 


within the limits of your editorial policy to 


publish a short item to the effect that Ex- | 


hibitors Advisory Council is anxious to 
compile a list of responsible display builders 
and would be glad to have complete in- 
formation from such organizations at coun- 
cil headquarters, 120 Greenwich street, New 


York 6. If you could run such an item, it | 
would be of great assistance to the council.” | 





Redfern, Gangluff Win 
McGregor Contest 

David D. Doniger & Co., Inc., New York 
City, has announced the winning entries in 
the national display contest for McGregor 
sportswear. The following were awarded 
prizes in the department store group: 

First, Lloyd Redfern, Sibley, Lindsay & 
Curr, Rochester, N. Y.; second, Richard A. 
Staines, Vandever Dry Goods Compahy, 
Tulsa; third, R. J. Patterson, Weiss & Gold- 
ring, Alexandria, La.; fourth, Leo Rauch, 
Buffum’s, Long Beach, Calif., and fifth, H. F. 
Horton, Maas Brothers, Tampa, Fla. 

In the men’s store classification first prize 
went to W. L. Gangluff, Metropolitan Cloth- 
ing Company, Dayton; second, John Tainsh, 
L. EK. Oppenheim & Co., Bay City, Mich.; 
third, A. W. Benson, Weatherwax, Inc., 
Sioux City, Iowa; fourth, Wayland B. 
Weaver, Schmitz & Shroder, Detroit, and 
fiith, H. H. Herr, Lloyd Gorham, Inc., Rock 
Island, 1. 


NYU Appoints Cowee 
For Display Research 
lhe School of Retailing, New York uni- 
sity, has appointed Howard M. Cowee 
handle the display research program for 
ich the National Retail Dry Goods Asso- 
tion made an appropriation some time 
Cowee was at one time with Allied 
res Corporation, and joined the staff of 
university a short time ago. The appoint- 
nt was announced by Dean Charles M. 
wards. 
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THE SCOOP OF 1946 


These clear plastic (Lucite or Plexiglass) Trays 
are made of one piece 1/10" stock and are 
of sturdy construction. Nothing better for 
ties, and men's and ladies’ hose and gloves! 








































































No. 28 TIE TRAY 
Front 3" wide, 344" high 
Back 5" wide, 214" high, 12%" long 
FOR A LIMITED TIME ONLY 


$12.00 Per Dozen 
Sold in Dozen Lots Only No. 28 GLOVE AND HOSE TRAY 
—No Jobbers Please— 414" Wide, 4" High, 9' Long 


THE FIXTURE MART, INC. 


314 W. Jackson Blvd., Chicago 6, Ill. 
MANNEQUINS e DISPLAY FIXTURES @e SHOWCASES e FURNITURE 




















Now 


Available= 


TACKS IN 


EXACT SPOT 
DISPLAY MEN— 
Speed up your tacking 
operations with this 
AUTOMATIC COM- 
PRESSION TACKER. 

Ideal for window trim, 

osters, table coverings, 
eer ial valances, “ 
point-of-sale advertising 
and hundreds of other 
uses. Also used exten- 
sively in SILK SCREEN WORK. 

Feeds and drives double pointed Duo-Fast Staples by simply compressing the han- 
dle. You'll need the compression tackers for all your precision tacking. Model 
CT 830 uses 5/32" to 3/8" thin staple wire. CT 850 uses |/4" and 3/8" heavy staple 
wire. Strong drive power, and is easy to operate. Expertly built and attractively 


finished. 
SPECIFY YOUR REQUIREMENTS 


Write today FASTENER CORPORATION 
for FOLDER 848 FLETCHER ST. CHICAGO 14, ILL. 








liliput 
display 


2492 E, 13th St. NYC 3 
ORchard 4-1003 



















SWALI - WOVEN 





SPLIT 
BAMBOO MATS 
SIZE 
4 x 52 Ft. 
approximately 





e 
Suitable for display, decorative, 
and many other uses. 





a 
Made in Mexico 


$3.00 Ea. 


F.O.B. Nogales, Ariz. 


* 
IMMEDIATE DELIVERY 
PHOTOS ON REQUEST 


WINARD SALES CO. 


833 S. Spring St. 
Los Angeles 14, Calif. 





























display decorations 
and fixtures 


¢ LUCITE 
¢ CHROME 
¢ PLASTER 
am 101 0)9) 


e MANNEQUINS 
e SET PIECES 


¢ FLOWERS 


e PAPERS AND 
FABRICS 
































THE SHOWROOM 


KEITH THEATRE BUILDING 


FUlton 4202 * DAYTON 2, OHIO 
















STRETCH YOUR 
BUDGET 


List your used displays with us for resale. 






Mail your requirements or offers of good used 
displays to 






THE NEW 


National Prop Exchange 
260 W. 25th St. New York I, N. Y. 
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Lighting And Brightness 


(The following is excerpted from an article 
called “Lighting and Brightness for Sell- 
ing,” by Kenneth C. Welch, Grand Rapids 
Store Equipment Company, Grand Rapids, 
appearing in the Illuminating Engineering 
magazine.—Ed.) 


O-CALLED show windows with back- 
S grounds, and using theater lighting 
techniques, can be quite an item of 
expense in fashion stores. Merchants are 
discounting their value today and relating 
them in proportion to the amount of pedes- 
trian traffic which passes by the site, with- 
out entering. This occurs to the greatest 
degree, of course, in existing metropolitan 
central districts, or what is called the A-1 
location. 
In large shopping goods stores on the 
fringe of such districts (sometimes attract- 
ing through the doors as many as 90 per 
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cent of the women who contact the store) 
and in certain suburban locations catering 
to changing transportation habits this type 
of display is being reduced materially in 
lineal footage, and a view into the store 
interior and of the interior display of the 
merchandise is being substituted. This js 
the so-called “open front.” Often special 
trims of merchandise, with low or partial 
backgrounds, are placed adjacent to the en- 
closing glass to be inspected primarily from 
an exterior viewpoint. 

As is often the case with any new trend, 
there is a tendency to overdo the idea and 
apply it in the wrong places; as, for ex- 
ample, in an inactive type “shopping goods” 
store. It is good psychology to put activity 
on display and conversely it is not good to 
display inactivity. 

Further, many times surrounding external 
















THE DISPLAY PARADE no. sc 













Dy natie 

KENTUCKIAN, 7 
ESTES ATTENDED BUCHTEL COLLEGE, 
AKRON, AND THEN SERVED OVER SEAS IN 
WORLD WAR ONE. ENTERED DISPLAY IN 
AKRON ON RETURN THEN WAS DISPLAY 
MANAGER FOR SEVERAL CLEVELAND STORES. 
BECAME DISPLAY MANAGER FOR BONDS IN 
1927 AND HAS DIRECTED OPENING DISPLAY 
INSTALLATIONS FOR BOND'S IN MOST OF THE 
FIRM’‘S NEW STORES OPENED IN THE MIDDLE 
WEST AND SOUTH. DISPLAY SUPERVISOR. 
FOR SEVERAL BOND STORES DURING- 
THE LAST THREE YEARS. 


Lace EWES 


PRESIDENT, 
INTERNATIONAL ASSOCIATION 
OF DISPLAY 
DISPLAY DIRECTOR, 


BOND STORES 
ST. LOUIS 





ALW, 
ACTIVE IN DISPLAY AFFAIRS, SERVED 
AS PRESIDENT OF THE ST. LOUIS 
DISPLAY GUILD IN 1943 AND AS 
PRESIDENT OF THE IAD SINCE 1944, 
Pied fe ge A A WAR BOND AND 
wo 
WORLD WAR Two. berg gts neta 
AWARDS, INCLUDING STATE , REGIONAL 
AND NATIONAL AWARDS FOR WAR BOND WIN- 
DOWS. HEAD OF DISPLAY SECTION DURING 
LOCAL RED CROSS DRIVES. WS HOBBIES 
ARE GOLF AND OANCING. 








—Estes is now past-president of the IAD, having been succeeded by Joseph Apolinsky, 


Birmingham, at the recent election— 
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PROVEN PERFORMANCE 
WRITE FOR PARTICULARS 


CEMENTEX COMPANY, ‘Ine 


336 CANAL ST., NEW YORK 13, N.Y. 


ey, nite 

















ADD 
Gert 


Put new selling punch into your work with cut- 
out plastic letters, transparent plastic shelves — 
even complete displays and fixtures made of 
crystal-clear plastic! We can supply all materials 
you need...sheets, rods, tubes, strips, dyes, 
cements, etc., complete with instructions. Send 
today for catalog ,, 








C:ARMEN-BRONSON GO. 


165 East 3rd St., Dept. 7-D Mt. Vernon, N. Y. 








create reflections of the glass of 
typical display fronts, which in the daytime 
completely nullify their primary function, 
that of seeing the display of merchandise or 


onditions 


Interior. 

The open front is much prevalent 
today than the closed-in display window and 
in number in the future. 

There are only about 4,000 department 
stores, most of which sell on multiple levels, 
requiring preferably “closed-in” displays, so 
is to better represent the merchandise from 
the upper The 800,000 food, drug and 
miscellaneous and 17,000 variety 
20,000 stores, 26,000 women’s 
specialty stores, the great majority of which 
one level can and do use the open 
1 partially open front, putting their entire 
interior on display from the street. There 
ire certainly at least ten stores of this 
potential front” type to the 


ther 


more 


increase 


floors. 
stores 
shoe 


store Ss, 


y lI on 


“open one of 
he open front also has an appeal in the 
in that, when properly designed, 
it has the effect of eliminating the physical 
between the and interior, 
psychologically helping in the expensive pro- 
getting the prospective customer on 
inside. With the usual high ratio of 
especially in the “shopping 
’ stores, the merchant finds his battle 
when he can get them past this 
When we can eliminate veiling 
all reflections, the enclosing glass 
exist as an architectural 

though the glass frame may remain as 
part of the composition. 

is trend is emphasized and these state- 

s are made because in the case of the 
pe front, when the interior is put on dis- 
pla, from the street, the brightness produced 
Mm the interior architectural surfaces as well 
aS ‘1e merchandise are important in over- 
ng the veiling glare on the enclosing 


active store 


barrier exterior 


ess of 


impulse sales, 
' ] 1¢ 

IS ilt over 
harrier. 
g] and 


not surface, 





DISPLAY WORLD 


This problem is much more difficult 


glass. 
interior with the 
“closed-in” 


to solve in the average 
open front than it is with the 
window where background is in many 
largely lighting by daylight. 

This problem of veiling glare and _ its 
analysis has to do entirely with brightness 
and through brightness engineering a solu- 
tion can be found. 

Enclosing plate when clean, is a 
transparent substance two polished 
surfaces, which is about 8 per cent efficient 
reflector. It is the reflection of 
from these two back 

[Continued on page 104] 


cases 


glass, 


with 


as a 


light surfaces toward 


DISPLAY FOR FIFTEEN STORES 
[Continued from page 45] 


stopped to look, they 
many were heard to comment on some par- 





came in to buy, and 


ticular angle of a display—as for instance 
the woman who said, “Now that’s exactly 
the way I’d have done to paint the window 
ledge.” That particular mannequin was 
lying on her back on the floor to paint the 
ledge in question. 


It was a clever job of promotion through 
suggestion. To add human interest to those 
windows, a child introduced in 
and portrayed as getting into some sort of 
mischief; dabbling in the paint, turning 
over the can—things children will do, your 
children or mine. 

Sherwin - Williams enthusi 
about windows and the job they had 
selling that they took the complete 
set of photographs and ran it as 
a brochure for national distribution, with 
full credit to Goldblatt’s. 

Just recently Bianchi repeated a block of 
the paint displays in the State win- 
and they did a grand job of drawing 
from the just as they 
before. 


was each 


was so astic 
those 
done of 


window 


street 
dows, 
attention 
had done 
The human interest idea has been carried 
into setting up class 
rooms, promotions with 
the holiday 
always in 


passers-by, 


promotions by 
into Christmas 

characteristic home 
season. Bianchi is 
promoting seasonal 

In fact the human interest has been 
carried into all manner of settings and 
Currently Bianchi has park settings 
in the State street windows of the Loop 
store. Children and adults are shown in 
active sports, wearing play clothes. and once 
more the merchandise is promoted through 
the idea of subtle suggestion rather than 
with bold advertising. Goldblatt’s finds such 
promotion pays good dividends. 

Bearing in mind the basic policy of human 
for the stores, Bianchi 
turns to the more formal type occasionally 
for variety and to add a “salt and pepper” 
effect to the general display program. 

After selecting a theme to carry a display 
idea the windows are banked in groupings 
of four to six to promote seasonal merchan- 
dise. In the smaller store, the 
bank grouping will necessarily be smaller— 
perhaps as few as three will carry out the 
theme idea—but for the most part the 
arrangement of using banks of windows to 
promote merchandising is used throughout 
all 15 of the Goldblatt stores. This method 
of display underwrites the central theme and 
gives greater highlight emphasis to the 
promoted merchandise. 


school 


scenes at 
interested 
merchandise. 


scenes. 


interest displays 


case of a 






More rtttention 


with 


BABY MANNIQUINS 





These lifelike manniquins are irresistable in four realistic 
baby poses, which offer an infinite variety of display 
possibilities for showing jackets, bonnets, rompers, dresses 

. in fact, anything in infants’ wear. A must for every 
infants’ department. Our baby manniquins are 6 months, 
life size, 24 inches high with adjustable arms. 


Cs OR Gas 5s 5 ins cca $75 

Individually 
Write for circular on Children Manniquins from 
tots to teen age, also Junior and Senior Manni- 
quins and Fall Display Catalogs. 


MIDWEST 
MANNIQUIN DISPLAYS 


MILWAUKEE 2, WIS. 


Manniquins invited. 





532 N. WATER ST. 


Jobber Inquiries on Baby 














DISPLAY 


WIGS 


NATURAL 
ATTRACTIVE 


Your own styles or 
sketches duplicated if 
desired. Designed for 


display mannequins of 





every description. 


ARRANJAY WIG CO. 


WIG SUPPLIES, DOMESTIC & EXPORT 
32 WEST 20th ST. NEW YORE CITY 


Telephone Chelsea 3-8341 
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New! 
LEATHRONBORD 


Reproduction of Genuine Leather 
on 70 Point Water Proof 
Asphalt Board 


No Fuss 


CUTS — BENDS — EASY TO HANDLE 
WASHABLE — DURABLE 
For Permanent or Temporary Displays 
Achieve a Finished Product 
In One Operation 


3 DESIGNS 3 COLORS 


Spanish Red 
Lavant Tan 
Pinseal Black 


Size: 36" x 48" 
$1.25 per sheet 


JOS. E. PODGOR CO., Inc. 


Complete Display Suppliers 
618 MARKET ST. PHILADELPHIA 6, PA. 











ANAGLYPTA 


(simulated ornamental plaster) 


IT'S UNIQUE 


a molded rag stock, light in weight, 
flexible, pliable and durable. 100 uses. 
Indispensable to the display man. 
Hundreds of designs, including Cornices, 
Moldings, Decorative treatments and 
backgrounds. 

Imported in period and modern architec- 
tural designs. 





METAPHANE 
—the new wall covering in silver and 
gold, ideal for showroom coverings 
and backgrounds; durable; washable. 
Large variety of designs. 











SAMPLES ON REQUEST 
Write Mr. Ryan or Mr. Ferreri 


W.H.S. Lloyd Co., Inc. 


Sole Exclusive U. S. Agents 


48 W. 48th St., New York City 19 
Offices New York, Chicago, Boston, Newark 

















visit 


Stillman ART DISPLAYS 


354 W. 42nd St., N.Y.C. 18 


When in town 


Exclusive 5th Avenue Displays 


from 1% to % off ORIGINAL PRICE 
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DISPLAY IN MEXICO CITY 
[Continued from page 41] 


This is one of the older stores. Like in 
so many stores, it has been the policy to 
put as much as possible into a show window 

the more the better. During recent 
years, however, this policy has been changed 
little by little so that now the windows be- 
gin to take on a different appearance. 

The store itself is a copy of “Primpen” in 
Paris. There are four floors with the middle 
section open to the fourth floor, similar on 
a smaller scale to the center section of 
Marshall Field’s in Chicago. In the Palacio 
de Hierro the roof over this opening is of 
stained glass and makes a very decorative 
and attractive display in itself when the 
sunlight streams down through it. 

There is a great deal of European influ- 
ence, especially French, in the way many ot 
these older department stores display mer- 
chandise. Even some of the mannequins 
come from Paris, as is the case at Palacio 
de Hierro. A combination of American and 
French mannequins is usually found in these 
There are three or four manne- 
quin houses here in Mexico City, but, as 
one displayman said, these are usually not 
very well made and not in good taste. In 
general there is still a great deal tor the 
displayman to cope with here. It isa 
gradual process of education both on the 
part of the public and department 
executive. The change from the type win- 
dow that is overcrowded with merchandise 
limited to 


windows. 


store 


to the type of window that 1s 
merchandise and simple in plan takes time, 
patience, and effort. 

Hierro there are 36 
displaymen and 


At the Palacio de 
windows, with only two 
the help of about three handymen to make 
all of the window changes! Naturally this 
Usually the 
eight to ten 


is too much to do each week. 


windows are changed every 


days and sometimes longer. 


Not only is there. a very limited display 
staff, but in addition to taking care of 36 
windows, all of the background fixtures and 
props are made by hand by these 
For example, one window had 
women's coats and umbrellas. The 
background was of corrugated paper with 
silver glitter rain drops stapled against it. 
manager said he himself cut 


display 
same people. 
rain 


The display 
each rain drop out of paper with the scissors 

and there were at least a hundred of 
various sizes on the wall! Imagine the time 
it takes for such little details as this. In 
the United States things are bought 


all ready to use. 


such 


The windows at Palacio de Hierro are of 
the older style and therefore much 
than the more modern ones of today. To 
get away from this and 
more modern store front, the display depart- 
ment has enclosed each window in a wooden 
a box idea and cutting down 
the wasted space of the larger window. The 


larger 


strive towards a 


frame forming 


are covered with carpet, wood chips, 
or whatever may fit with the general 
theme of the window. 


floc mrs 


There are no interior displays except what 
each department has time to put up. These 
are usually limited to small counter and 


ledge units. With 36 windows and _ only 


JULY, 1946 


three or four people in the display de; art. 
ment, one can readily understand the ‘ack 
of special interior displays. 

As was pointed out to me by one ot the 
displaymen, there are some types of iner- 
chandise here that differ greatly or do not 
exist at all in the United States. I was 
shown a window full of women’s heavy 
knitted undergarments and knee-length 
stockings of heavy weight. I can understand 
and sympathize with the displayman when 
it comes to displaying such articles attrac- 
tively, when they are not attractive to begin 
with and the department head wants all she 
can get in the window. 


windows there is none of the 
ensemble type of display. It is all hats, 
all suits, all shirts, etc. Each department 
head wants his and only his merchandise 
in a given window. One displayman told 
me that he tried to display shirts, ties, and 
a few pieces of attractive jewelry together, 
and had to do the window over minus the 
jewelry and ties. There are several cases 
oft leniency in this matter and some more 
modern stores are using the ensemble type 
of display and suggestion selling idea. | 
am just comparing two or three different 
types of stores found here. 


In men’s 


A trip to the native shopping center of 
Mexico City is a very colorful and exciting 
excursion. There are few foreigners or 
tourists who get to this section or who like 
it after they arrive. Display here depends 
on a “catch-the-eye” basis. 
benches and tables line the sidewalks and 
extend into the street, each with a canopy) 
of canvas or cotton material to give a bit 
of shade to products and proprietor. At one 
booth one may find all kinds of tooled 
leather products; at another buttons and 
combs, and farther down is the favorite 
large straw hat or sombrero. In a larger 
shop along the street one can find anything 
or any product made from hemp, an im- 
portant industry in Mexico. There are 
rolls and rolls of gaily colored “tapete” or 
floor coverings made from the fibers of the 

Hundreds of woven baskets for 
hampers, or whatever; literally 
rolls of cord and 


Ri ws of small 


coconut. 
clothes 
thousands of sombreros; 
rope; shepping bays; interesting shoes—this 
is. the part of Mexico where you will find 
everything that is made in Mexico for the 
Mexican, not the tourist. 


The stores, other than the sidewalk shops, 
have little show window space and usually 
display something of most everything they 
sell. Here if one does not speak Spanish 
he is at a loss, as few of the clerks speak 
English. There is much evidence of brightly 
colored bolts of cotton materials, a product 
ot Mexico. Also lining the shelves one can 
find any of the other articles normally found 
in a dry goods store. 


Here is greater 
number of the Mexican 
in their immaculately clean 
pants and loosely hanging 
peasant women with their 
over head and shoulders and often conceal- 
ing a small baby in their arms. This 1s 
the shopping center of the Mexican people 
and here one comes in closer contact with 
the beating pulse of this country of beauty 


where you will find a 
laborers, farmers 
white cotton 
shirt, and_ the 
rebozos draped 


and contrasts. 
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July, 1921 
twenty-fourth annual convention of 
the ternational Association of Display 


Men was held in St. Paul, with an attend- 
ance smaller than had been expected. Ben 
Millward, Mannheimer’s of the same city, 
was clected to the presidency, succeeding 
Charles Wendel, Detroit. Lou Rogers, 
Chicago, was selected for the position of 
secretary. Other officers named were: Karl 
Amdohl, The Palace, Spokane, first vice- 
president; A. L. Meadows, Washer Brothers, 
Fort Worth, second vice-president; Jack 
Cameron, Harris-Emery Company, Des 
Moines, third vice-president; O. E. Wheete, 
Halliburton-Abbott Company, Tulsa, treas- 
urer. Approximately 100 firms were repre- 


sented among the exhibitors. Chicago was | 
selected as the convention city for the | 


following year. 

During the convention mentioned above, 
some 20 manufacturers of display equip- 
ment met informally in St. Paul to discuss 
forming a national association of display 
manufacturers. It was agreed to call a 
larger meeting for later in the year in order 
to organize a manufacturers’ group. Jack 
Deweese, Onli-Way Fixture Company, Day- 
ton, was selected as chairman. 

Donald S. Boustead, display manager for 
Bedell’s, New York City, resigned in order 
to form his own firm. 


July, 1936 
Lester Clark joined Hens & Kelly as dis- 


play manager, replacing Charles Leach, | 


resigned. 

\ group of Washington displaymen formed 
i local club and elected the following offi- 
cers: president, W. Arthur Gray, Lans- 
burgh & Brother; vice-president, James 
Styles, Hecht Company; treasurer, Joseph 
McCann, S. Kann Sons Company, and secre- 
tary, O. D. Grimes, The Palais Royal. 

Kighty members of the Chicago Display 
Club met to hear an address by R. R. 
Cunningham, LaSalle Extension university 
on “Selling the Idea.” During the evening 
it was announced that the club’s member- 

had reached the total of 178. 
Hal Carleton resigned as display manager 


S. H. Kress Company, New York City. | 


J. Tepper resigned as display manager 
lacoby’s, Los Angeles, to join the Frank- 
utfitting Company, of the same city. 


Auld Leaves Fair 
For Kaufmann's 

illiam D. Auld is now connected with 

Kaufmann’s, Pittsburgh, where he has charge 

isplay for the men’s wear division. He 

formerly with The Fair Store, Chicago, 

he was assistant display manager for 


than five years. 





Notural Creations Adds 
Smth As Sales Manager 

rmerly with Grant & Silvers, Inc., Los 
\n cles, Al Smith is now with Natural 
Cr itions, New York City, as sales manager 








DISPLAY WORLD 99 


Beat the Daylights 


Out of Your Windows! 


COMBAT WINDOW REFLECTIONS! Give your displays a 
CHANCE. Give them enough concentrated—controlled light... 
accent light in the right places. Use Century’s 1500 Watt 
Fresnelite. 


CHECK THESE DISPLAY FEATURES 


FRESNELITE No. 506 1. Soft edge, even field spot or flood. 
1500 Watts 


List Price $60.00 


Fresnelite users— 
Kaufman, Pittsburgh 
Mandel Bros., Chicago 
Nieman-Marcus, Dallas 6. Pipe clamp, flange or base mounting included. 
Bergdorf Goodman, N. Y.C. 
Ranshoff’s, San Francisco Let us help you modernize your display lighting—window and 


and MANY others interior. Make use of our experience. Consult us now. 





2. Adjustable focus; patented heat-resisting Fresnelens. 
3. Front hinged door—for easy bulb access. 

4. Color filter changed in any position. 

3S. Air-cooled; Universal direction control. 


CENTURY Lighting Equipment is ENGINEERED Lighting Equipment 


CENTURY LIGHTING INC. 
419 WEST 55TH STREET NEW YORK CITY 19, NEW YORK 

































Order Now...while stocks are complete 


METALLIC BALLS 


in solid colors...... with genuine metal hooks 


Imagine! Smart metallic glass 21/4“ Diameter 

balls for your every Christ- 

mas display at this low price. 12.00 Gross 

And each with genuine me- 5/4 ny: 
, ; t 

tal hook. Don't delay. Mail hiylliamanaaas 

coupon. 15.00 Gross 








ART R. COHEN CO., 810 Penn Ave., Pittsburgh 22, Pa. 
Send Metallic Balls as Indicated Below 
COLORS - -« Chartreuse COLOR Gross Size 


Surprise Pink Emerald Green COLOR Die Size 
Shocking Cerise Royal Purple 
Sunset Gold Midnight Blue 
Silver Glow Coronet Red 


ART R. COHEN CO. ADDRESS 


810 PENN AVE., PITTSBURGH 22, PA. CITY 
—_Check enclosed.__Send bili._-Send Christmas Catalog 











COLOR Gross Size 
FIRM NAME _ ” er 




























; Windows that Attract 
Dignity of the Past, 


Humor of the Present 
for 


Historical Displays 
Rent authentic 
COLONIAL, VICTORIAN, 
GAY NINETIES, 1900 
ie 4 COMPLETE COSTUMES 
sat a4 : From the unusual collection of . 
pees Se Smee KATHERINE BURR FLEMING 

3129: Whitney Avenue 


[352 MALLEYS 94° ANNIVERSARY {946 Mt. Carmel, Conn. 


Write for 10 page circular and photos. 


















FOIL-ROL 


ALUMINUM FOR DISPLAY 


All Aluminum 
Lustrous both sides 
NOT paper-backed 


The new display decorative trim of 
a thousand uses to add that new 
and modern touch to your displays. 


I INCH BY 375 FEET 


5Oc a Roll 


Standard Pkg.—22 Rolls 
Mailed Prepaid 


Immediate Delivery 







































































































































































Order through your 
DISTRIBUTOR 


or direct from 


FOIL-ROL 


4 DENNY PLACE, MARIEMONT 
CINCINNATI 27, OHIO 


Inquiries invited from Jobbers and 
Distributors 































































































FOR REALISTIC 


DISPLAYS 














EATON BRO 
CORP. 
HAMBURG, N. Y. 


OPEL. Mb ee 


THERS @ 











WINDOW DISPLAY 
MATERIAL 


BECKER SIGN SUPPLY CO. 
319-321 N. Paca St. Baltimore 1, Md. 
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YALE TESTS PACKAGE 
[Continued from page 77] 


Where possible the flaps of box and lid 
are at right angles to each other. This gives 


three thicknesses on all four sides. With 
this construction and a flexible board, the 
box yields enough, when dropped on_ its 


corner, to prevent collapse. In consequence, 
we have little damage to product and box 
in transit 

While the study did not suggest 
any change in the construction of our boxes, 
it did result in a reduction in the number 
of sizes and For example, locksets 
are better boxed in eight sizes than formerly 
in fifteen, and volume on fewer 
numbers results in a substantial saving. 

The label had to accommodate (1) the 
trade mark, (2) name and/or picture of 
product and (3) catalogue number, includ- 
ing—in metal and 
\fter considerable experimenting, 


recent 


types. 


greater 


finish. 
the trade 
mark was placed on a vertical stripe along 
the left edge and the catalogue number in a 
small 


some cases—the 


rectangle in the lower right corner, 
leaving the remainder for product identifica- 
tion. 

\ picture of the product is shown on the 
label in poster style whenever practical. 

The above design forms a definite vertical 
strip. The advantages are (1) competitive 
boxes tend toward a horizontal pattern and 
(2) the toward stacking of 
boxes the same size, thus a vertical pattern 
is likely to be maintained while a horizontal 
one is generally broken. 


tendency is 


The shape of a number of small boxes was 
changed to gain label space. For the same 
reason, the label on cartons for padlocks and 
night latches was printed on the end of the 
box instead of the side. Since this is con- 
to trade practice a secondary label 
Was printed on the end. 


Cw 


trary 


ae. 


rn Assy ard PC LOM TALL BO 01 Aidind Laut 


























—''How can you mention hamburger with onions at a time like this!""— 
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The catalogue number, material and finish 
of wrought locksets posed the toughest prob. 
lem. This product includes 55 differen: set; 
of 6 different types in each of 10 differen; 
designs. Each type has several lock varj- 
ables, each design three or four different 
knobs. In addition, each set is made of 
several different metals and in perhaps 5) 
different finishes. 

Formerly, these sets required 15. utility 
boxes with about 150 plain labels. Most oj 
the variable data was put on with rubber 
stamps; a slow costly job. Now they are 
boxed in seven utility boxes. For each 
there are 14 different three-color 
labels containing a picture of the product. 
The metal, set number and finish are printed 
on the label by a “Markem” machine. 

Black and yellow are the colors most often 
used on the labels of hardware boxes. Fully 
40 per cent of the boxes in the average store 
are black on yellow. Next in popularity are 
white on blue, white on red, and red on 
white. In most cases, labels are somewhat less 
than the end of the box and the colors are 
toned down by the neutral color of the box 


design, 


Working with poster paints, every possible 
color was tried out in the boxing display. 
We also experimented with a number of 
theories proposed by our sales force. One 
plan, much used in hardware boxing, is to 
have a different color for each material or 
finish. The advantage claimed was that the 
manufacturers’ salesman or manager 
could tell at a glance the finishes in stock 
or the ratio of steel to brass. Disadvantage 
was that it destroyed, or at best, weakened 
the family resemblance. Also a variety of 
colors attention value while a 
large block of a single color attracts the eye 


sales 


lessens the 


After much experimenting, a rich dark 
red was found to have greatest attention 
value and was adopted as the principal 


color of all Yale boxes. 
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Popular 
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Numbers trom Our Fall Line... 
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5827—-FALL SIGN POST, 6 ft. high x 4 ft. 


spread. All wood construction—brown shaded 
clear lacquer finish. Hand lettered sign 
fall colored velour leaves and acorns. 
$29.50 each 


Write for our illustrated 


JOBBERS—We are in a position to handle your 
orders promptly. 


721—_GIANT MUM MURAL-—Size 48” 

wide x 90” high. A. striking effect 

screened in numerous colors on seamless 
paper. $7.50 each 


Fall catalog of flowers, set pieces, murals and 


DISPLAY MANUFACTURERS MART, 


‘Everything for Displey” 


5844—-DOUBLE VASE—BOUQUET SET, 7 ft. 
high x 4 ft. spread. All wood double vase— 
shaded yellow and orange. Fall colored velour 
hibiscus and leaves. $45.00 each 
5844A—Three Piece Bouquet Set—1 large and 2 
small Bouquets. $20.00 set 


back-to-school displays. 








When a picture of the product is in color, 
should be the natural or usual 
lor of the product. Since most hardware 
vellow (brass), this color is 
second color where its use is appropriate. 
] for the 


SNiver 


1S color 
used as a 


is the second color on boxes 
famous “Silver-Six” padlocks. 

\ third color is used to give prominence 
to the Yale trademark and to outline the 
product. For the most part blue is used for 
this purpose. There are exceptions, how- 
ever, as black is used for the third color (1) 
when the product is black and (2) when 
the product is an unusual (red for 
example) and it is desirable or more prac- 


color 


tical to show it in black and white, rather 
than its true color. 
boxes are red in color and 


Thus, all 
imilar in design. They have a family re- 
semblance. As more packages are added, 
the mass of red grows and the resemblance 
builds up although the secondary 

be different. 

Copy on the box is directed to the con- 

It includes basic facts and selling 
irgument including all phrases. This text 
“quoted” by the retail salesman or 
by the customer. For example: 197 
Deadlock. On the top of the box is the 
ate!) phrase, “It hooks and it holds.” On 
t] nd is the following, “Two hardened 
stec’ bolts lock the door and jamb together. 
Br super-pin-tumbler cylinder. Finely 
finished rustless case. For doors opening 
Inward or outward.” 

) rections and templates are simple, easy 

0 ‘ollow and colorful. Pictures replace 


CC rhc rs 


text whenever possible. Some selling copy 
is included. 

In addition to helping sell the product, 
the copy on the box should help (1) Make 
initial Maintain the 
state of mind which prompted the original 
purchase, and (3) Make installation easier. 
If this true, the retailer's 
returned will be greatly 
simplified. 

Other copy on the box suggests the pur- 
Yale items. On night latch 
and padlock boxes, the purchase of a door 
which 
door closers, 


correct selection, (2) 


proves to be 


goods problem 


chase of other 
closer is suggested. Lockset boxes, 
have more “sell” 
screen door closers, padlocks, night latches, 
and master key Package inserts 
are used to promote still other items. 


copy space, 


systems. 


Display Program Backed 
By "Every Store In Town" 
Even jewelry and_ furniture 
operated with displays of Heinz food pro- 
ducts recently when Tracy, Calif., staged a 
city-wide display campaign to welcome a 
new H. J. Heinz Company food processing 
plant to the ¢ommunity. Every one of the 
town’s 72 retail establishments showed Heinz 
products, and 32,000 pounds of merchandise 
were required to complete the displays. 








stores co- 


Barofsky Returns 
To Former Post 

Les Barofsky is once more with Morris 
B. Sachs Company, Chicago, as display 
director, following his resignation as store 





manager and buyer of sportswear for Gor- 
don’s, of the same city; he with the 
latter store for one year. Prior to joining 
Gordon’s, Barofsky was in charge of Sachs’ 
display for six years. He Mike 
Kutil, whose plans have not yet been an- 
nounced. 


was 


succeeds 





Display Advisory Group 
Appointed By Mutual 

The Mutual Buying Syndicate, 11 West 
42nd street, New York City, has appointed 
the following as members of a display ad- 
visory council: Michael Dai, The Emporium, 
St. Paul; Ed Osterland, Taylor’s, Cleveland; 
G. L. Heidt, Crowley, Milner Company, 
Detroit, and Kenneth Hildreth, J. N. Adam 
Company, Buffalo. 


Mary Kerwin Named 


Fashion Coordinator 

Mary Kay Kerwin, formerly window art 
director at the J. J. Haggarty Company, 
Los Angeles, was recently promoted to 
fashion coordinator for the entire store. 

Her successor is Henry Jampol, formerly 
of McCreery’s, New York City. 

Robert display manager at 
Haggarty’s. 


Gibson is 


Lord & Taylor Displaywoman 
Is Married 

Mary Rudyk, of Lord & Taylor’s display 
staff, was married on June 13 to Walter 
Wiszuk, of the same store, in New York 
City. 





* 60’ WIDTH RIGID 
DISPLAY NETTING 


Immediate delivery ot Ceé 
rise, yellow, white, spring 
green, light blue, pink 


60c per yard 


*ATLAS TWEED 
LEATHERETTE 


' 
yellow, wine, 


$2.50 per roll 


Usual jobber discount. 


range, green, 


eg hel 


460 4th Ave., New Yerk 16 
Randolph St. 


Products Inc., 
Chicago Branch: 180 W. 








Back to School... 


This is what you will be advertising in 
August. Are your manikins ready to display 
your merchandise correctly ? Or are they going 
to be a drawback on your expected sales? 

We are manikin repair specialists and 
through- the use of our service we can 
guarantee to you to make your manikins, 
men, women or children, look equally as well 
as when they were new. The cost is nomi- 
nal; prices will be sent on request. 

Some of the finest stores in the country 
use our service. Write us immediately if 
you need any manikin repair work. 


REFRESH, 


The modern manikin cleaner, 


$1.25 per quart 


Your dealer has 


Everett M. Bridge 


$91 Main St. Buffalo 3, N. Y. 


MANIKIN REPAIR SPECIALISTS 








SCROLL-TEX PEBBLE-TEX 


13 colors and white 6 colors and white 
26” x 40” 25%" x 0%,” 
Sold by leading display jobbers. 


W. C. HURLOCK 


4105 Taylor Avenue Drexel Hill, Pa. 
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I use an index system that enables me to 
locate quickly any subject in my library of 
past issues of DISPLAY WORLD, and it 
may be of help and interest to other display- 
men. I have alphabetically arranged head- 
ings in a notebook, and after each heading 
have noted the month, year and page where 
the subject is found in order to see how 
the other fellow handled the display of the 
merchandise in question not with the 
idea of making a literal copy, but merely 
to get suggestions. 

For example, assume that a bar is needed 
in some department or window. Under 
“Bar” I find June, 1938, page 5 listed as 
6-38-5. In addition is listed 1-42-20; 4-44-5; 
1-45-16; 2-45-9; 3-45-21 and 11-45-38. Here 
are seven different bars illustrated and each 
can be seen in a matter of seconds. The 
time-saving value of this index is obvious, 
but like any system is useless unless kept up 
to date—Arthur C. Brown, Hale Brothers, 
San Jose, Calif. 

It may interest you to know that we have 
been a regular subscriber to your good 
publication. It might have been due to 
postal restrictions (or what?) but since 194] 
we received no more of the DISPLAY 
WORLD. Now that the mail is open again 
for civilian correspondence, we should like 
to order the consecutive issues, if at all 
possible, of DISPLAY WORLD for the 
entire years 1941 through those already 
issued in 1946, and for subsequent issues as 
published. Tio, Juwelier - Horloger, Bod- 
jong 58, Semarang, Java. 

We are very avid readers of DISPLAY 
WORLD and feel that there is much in- 
formation in its contents that our dealers 
all over the country would be interested in 
reading. We realize that your circulation 
must certainly include practically every 
worthwhile store but we feel, too, that the 
presentation of good material in our maga- 
zine would be used to great advantage. 

Every month we send our “Journal” to 
over 11,000 retail stores as well as all our 
resources and buying offices and we figure 
that our “Journals” receive a readership of 
approximately 50,000 persons. Therefore we 
want to do as good a job as possible to 
present outstanding material to them. My 
reason for writing you is to ask that you 
grant us permission to use material from 
DISPLAY WORLD . I think this would 
be very advantageous to you and it would 
certainly help to give us a better sales pro- 
motional sheet Koret of California is 
today the world’s largest manufacturer of 
feminine sportswear.—Al Citron, Koret of 
California, Inc., San Francisco. 

Being anxious to become a subscriber to 
DISPLAY WORLD, I obtained your ad- 
dress from a friend in the USA who sent me 
the Mav copy. I find, however, that I can 
not send money qut of this country to the 
USA without a permit from the Department 
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of Finance. The department writes me that 
they can not grant the permit as I hay 
not previously been a subscriber. 

It occurred to me that one of your re: ders 
might care to exchange his copy each 1 
for a copy of Modern Display, publish 
Britain. 

I would like to congratulate you o1 
excellence of your publication. The pictures 
articles and other features are most helpful 
and are appreciated by the many displaymen 
I have shown the copy to here in Cork— 
A. Daly, Saxone Shoe Company, Ltd., 24 
Patrick street, Cork, Eire. 


Having been an enthusiastic reader oj 
DISPLAY WORLD for many years now, | 
would like to express my congratulations 
on the high standard maintained during the 
past seven years; and of the future 
may the stratosphere be the limit—George 
H. Kernick, James Smith, Ltd., Wellington, 
New Zealand. 


May we take this opportunity of express- 
ing our thanks and gratitude for the exist- 
ence of a vital medium of trade, the DIS- 
PLAY WORLD 


months ago we subscribed to your maga- 


magazine? Just four 


zine, having previously entered upon. the 
unpredictable waves of display distribution 
in Canada. My expression of thanks is due 
to the fact that through the monthly issues 
of DISPLAY WORLD we were able to 
keep pace with the quick changes and glean 
valuable information and = discover new 
sources of supply pertaining to our trade- 
Madison Display, London 


James Davis, 


Ontario. 


I must say how very much I appreciate 
DISPLAY WORLD, and you would be 
astonished at the far reach of its influence 
On the very day after the April issue ar- 
rived here, a young Royal Air Force 
corporal—a_ stranger—came into the store 
to show me my article in your journal.— 
W. R. Stanners, Bearmans, Ltd., Leyton- 
stone, London, England. 


We are finding your publication particu- 
larly helpful, and although we are so far 
from America, we feel that we have quite 
an American outlook as far as display goes 
—G. P. Fitzgerald, director, G. P. Fitzgerald 
& Co., Pty. Ltd., Hobart, Tasmania. 


\n article which appeared on page 64 in 
vour September, 1945, issue of DISPLAY 
WORLD seems to sum up the subject of 
The illustrations are es- 
pecially adaptable. May we have permis- 
sion to usé or revamp this information fot 
the booklet we are planning ?—L. W. Lip- 
Manutacturing Company, 


design very well. 


pard, Dennison 
Framingham, Mass. 


We have noticed some very good articles 
concerning light in both the May and _ the 
June, 1946, issues of DISPLAY WORLD 
Could you send us one copy of each for ou 
files?—R. E. Ligare, Chicago Lighting In- 
stitute, Chicago. 


Although we have received only a_ few 
issues of your magazine, we have found 
them very helpful in creating new and differ- 
ent window displays which have attracted 
a great deal of favorable comment.—Floyd 
A. Klingbiel, Klingbiel Florists, Port Clin- 
ton, Ohio. 
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CiISPLAY MARKET WEEK HAS 
RECORD ATTENDANCE 
[Continued from page 37] 


ise questions that may develop some 


1s to 

think as to why the display director has 
pe n able to do a better job than he 
prob is capable of doing. The answers 
to th questions must rest with you: 

1. I. there a lack of interest or curiosity 
your part in your store’s basic phil- 
iphies of merchandising? 

2 ldoes your display organization lack a 

selling and merchandising conscious- 
ss which is frequently sensed and 
sented by the selling and merchandis- 
ing divisions ? 
3. Does your store-wide planning take 
care of display-selling in all depart- 
ments of the store, or do you place 


the importance 
themes ? 


too much emphasis on 
of prestige or seasonal 
4. Do have sufficient information or 
factual data concerning the relative 
importance of display-selling floor areas 
and display-selling sections of the sell- 


you 


ing departments ? 
5. Are you to 
anced store-wide display-selling 
ordination in spite of pressure 
‘over-zealous’ merchandising or 
personalities, or do you ride someone’s 
pet 

“Tam sure that none of you would admit 
answering all of these questions adversely, 
but it would take a strong display director 

| might even say a Hercules—who would 
not honestly admit that he might be on the 
wrong of the at least once in 
analyzing these questions. 

“Now let us take up one question which I 
um sure has been raised many, many times, 
ind particularly so when display directors 
get together, and that is: Why Haven't 
Display Directors Gained More Recognition 
ind Importance in the Eyes of Management? 

“Il believe it is commonly accepted by 
display directors that either they or their 
function have not been effectively given their 
proper place in the store organization. If 
of the 


well bal- 

co- 
from 
store 


able maintain a 


horses: 


side fence 


this is true, let us explore some 
possible reasons for this situation: 
1. Most display directors are not good 


salesmen in selling themselves to man- 
agement. Traditionally, they have been 
regarded as ‘artists’ instead of as one 
of the executives of the 
store. 

2. It is believed that frequently they think 
too much of the impression a display 


key selling 


creates instead of the selling job it 
can do. 

loo frequently display directors lack 
selling enthusiasm, do not have com- 
plete faith in themselves, and are on 


the defensive when the chips are down. 
4 Your craft as a whole has failed to 
levelop the proper measuring sticks for 
valuating the selling power of their 
fforts, and thereby comparing unfavor- 
ihly with the advertising and _ selling 
livisions efforts can be better 
valuated. 
rhaps some of you listening to this 


whose 


Presentation may think that I have been 
Ve-critical in developing the various 
p s. Believe me, that is not my pur- 


po But I have always believed that if 


DISPLAY WORLD 


the right solutions to problem are 
obtained, the facts should be clearly stated 
and objectively answered. This formula 
applies alike to management and staff. 

“As the display directors in our 
group can tell you, I believe strongly 
display-selling and the visual presentation 
of merchandise—perhaps' stronger’ than 
many ot you who are actively engaged in 
this field, and I hope that any criticism that 
has been made will be taken to be ot 
constructive nature. 

“You may not agree with me on the fore- 
going assumptions, but my = assignment 
directed me to give management's view- 
point and, as I pointed out in opening my 
talk, I am not brash enough to say that | 
speak for management, but I would suggest 
that you review the above thinking and if 
it does not apply in your own particular 
case, forget it; if it does apply, do some- 
thing about it! 

“With the recognition of of 
facs, I will try to point out—how to interest, 
obtain and maintain management's support 
of a broad display-selling program: 

l. Every display director should 

talk, eat, drink 
that his personality is a 
his being selling-minded. 

2. Work towards getting your store buyers 

and merchandise representatives to 
think of display-selling in the same 
relative position as they do newspaper 


any 


own 
in 


ot a 


some these 


think, 
selling—so 
reflection of 


sleep and 


advertising : 

a. What will it sell for me? 
loud will it make 
register ring? 

that management 
policy as to what 
display-selling presentation, 
up to you to that 
maintained throughout 
your organization. 


b. How the cash 
establish its 
constitutes a 
and 
this 
the 


3. Insist 
own 
good 
then it is 
policy is 


see 


store by 
“There has already been too 
ment over a proper title for a 
display-selling but I will offer a suggestion 
—that vou think in terms of merchandising, 
and you be your own merchandise-display 
function is 


much argu- 
director of 


whose selling—selling 
with display !” 


director 


Retail Display Service 
Offered By Magazine 

Today’s Woman, New York City, 
signed contracts with 90 department stores 


has 


whereby each company will tie-in with the 


magazine's new retail merchandising pro- 
gram. Started in June with “Christmas 
Comes But Twice a Year,” the July theme 


is “Proposals for a Second Honeymoon.” 
The publication is supplying, each month, 
material window 
display idea service, three-color background 
for dis- 


for theme advertising, a 


streamers, and promotional guides 
play, advertising and merchandise managers. 





Vierheller Daughter 
ls Married 

Virginia Vierheller, daughter of I. T. 
Vierheller, who is manager of the Garrison- 
Wagener Company, St. Louis, was married 
on June 14 to William M. Coslow, display- 
man of East St. Louis, Ill. Miss Vierheller 
met her husband while on duty as a Wac 
staff sergeant in the Northern New York 
Recruiting District. 





No. 


560 


RUSTIC VIOLIN 


Attention getting Violin 








103 


UNIT 


in natural 


varnished bark with antique gold and green 


lacquer trim circular base 
of natural mahogany 


gold . red lacquer bow 


each 


and shelves 


music bars in 
ae 


21” x 19° 


10-95 


SSS 2c eaesceiteo— 


Second and Massie Sts. 


Portsmouth, O. 


Write for our new Fall Brochure 





ADVANCE DISPLAYS 
929 Arch Street, Philadelphia 7, Pa. 


Wire Display Novelties our Specialty. 


Member NADI 
WE WANT TO TAKE TH 
TUNITY TO THANK ll 


showed interest in our white 


IS OPPOR- 
those who 


wire Christ- 


mas line, and will assure prompt delivery 


to those who placed orders with us. 


As a reminder to those who 


ested in special wire shapes, 


were inter- 


if they will 


mail us a full-scale sketch of what they 


are interested in, we will 


quote prices within 48 hours. 


be 


pleased to 




















145 to 151 
W. 18th St. 
New York 
Manufacturers 


of 
Wood Letters 











USE THIS 
OPPORTUNITY EXC 
For any WANT AD pu 
POSITION WANTED 





POSITION. VACANT 
REPRESENTATIVES WANTED 


$3.00 Per Column Inch — CASH WITH ORDER 
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rpose: 



















































a Hictorian Christmas 


ai 
Lynn Display 


17 West 45th St. New York City 19 











with interchangeable slides 











THIRD FLO OR. 
« WOMENS € ; 
“FUR COATS 
@ WOMENS [ ESSES | 
@ WOMENS SHOES 
~@ COTTON DRESSES. 
——@ ince 
HOSIERY > 
FLOOR COVERING ry , 
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IN WALNUT OR MAPLE 
also in Colors 
Standard Size 24 x 36 
Special Sizes to Order 


INTERIOR STORE SIGNS WOOD LETTERS 


Disetay Crart 


963 LAKE DRIVE S.E. GRAND RAPIDS 6 MICH. 


REDIKUT LETTERS 


Die Cut Cardboard Letters 
Popular sizes, styles and colors. Write for 
your samples and prices. Ask your Dealer. 


THE REDIKUT LETTER CoO. 
2962 W. 76th St. Los Angeles 43, Calif. 

























DIRECTORY PANELS 
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LIGHTING AND BRIGHTNESS 

[Continued from page 97] 
the side from which the light is coming 
which reduces the transmission of the light 
through the glass. There is a process avail- 
able which introduces a film (in thickness 
a fraction of a wavelength of light) on glass 
surfaces which greatly reduces the reflection 
and thereby increases materially the trans- 
mission of light. This process, however, to 
date is valuable mainly in lenses and has 
limitations as to size of glass that can be 
treated and, considering maintenance prob- 
lems in exposed positions, the microscopic 
film is not very durable. 

It is evident, therefore, that when you are 
attempting to view a given surface with a 
given brightness through this transparent 
8 per cent efficient reflector, and you reflect 
a greater brightness, it becomes necessary 
to look through the latter, which when re- 
flecting plain surfaces appears as a fog or 
what we call veiling glare. This obviously 
hampers our ability to see these surfaces 
and details on the other side of the glass, 
or in the case of a store, the display of 
merchandise or interior. 

When we reflect a pattern of brightness 
as, for example, the highlights from sun- 


ighted specular metallic trim on an auto- 
mobile, the distractions can be even more 
harmtul in obliterating display because the 
reflected design is something which serves 
to focus the attention. In this case the 
relative distances involved, first from the 
eye through the glass to the display being 
observed, and second, the sum of the dis- 
tance from eye to the glass and back to the 
bright pattern being reflected, has a decided 
bearing. When these two distances are 
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widely separated, you can, especially with 
binocular vision focus on the display an 
better look through the reflection which js 
out of focus. 

If the viewer is in motion (especially jp 
a swiftly moving automobile) the m Ving 
reflected patterns (sunlighted pedestrians 0; 
vehicles) become increasingly distracting 
when one is attempting to fixate on the 
apparently motionless display. The speed 
of vision and relative brightness also become 
important in this case. 

In the following analysis we are con- 
sidering only the simpler problem of re. 
Hecting fairly large areas having a_ plain 
surface because on many occasions it be- 
comes necessary to dispose the glass in 
such a way as to reflect plain surfaces 
which are a= part of the = architectural 
structure. 

We have established by observation (as- 
suming the average eyesight of a person of 
average age) that we reach what we call 
“apparent veiling glare” when the ratio of 
the brightness of the plain surface being 
reflected to that of the surface being viewed 
through the glass is unity. This assumes 
that both surfaces are large enough to be 
worthy of consideration. 

In this case the resulting veiling glare is 
just barely apparent and is not harmful 
from the standpoint of attraction and even 
of appraisal. It results in what can be 
called a quite satisfactory condition. <Any 
increase, however, in this ratio will result 
in an increasingly unsatisfactory condition 

When the ratio of reflected - to - viewed 
brightness reaches two, we have a condition 
which we can call the threshold of destruc- 
tive veiling glare. This condition materially 


Remember Back When... 


. this draped gown won first prize at an 
International Association of Display Men's 
convention for Ellsworth H. Bates, Bloom- 
ington, Ill.? It was during the convention 
held in St. Paul in July, 1921, and in those 
days a draping contest was practically taken 
for granted at every convention; the ability 
to take different bolts of bloth and whip up 
an original gown in a short time was almost 
a requirement for the displaymen of those 


days. 
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3 
peed SIZES 
‘ome ‘ 
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ural Price for Form 
Mounted on 10" 
ne Heavy Chrome 
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hess Complete 
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% _ Write for New 
Catalogue 
«| QUENSELL DISPLAYS, | 
ven QUE i Ne, 
be 
\ny J 71-23 Austin Street, Forest Hills, N. Y. 
ult 
ion 
ved 
ion luces the ability of the displayed area to 
uc- ttract attention. 
ly When we reach a ratio of five we have 
impossible condition and we have com- 
~ tely destroyed the primary function of 
lisplay. This condition can result when 


sunlighted sur- 

factors It is 
arti- 
hcial illumination on large enough areas to 
glare under 


reflected or 
reflection 
brightness 


sky is 


faces with medium 


cleat 


npossible to create with 


satisfactorily overcome veiling 
this condition. 

Thus in order to eliminate harmful veiling 
glare it becomes necessary to dispose the 
glass surfaces geometrically in reference to 

normal and important viewpoints so that 
reflected. 


surfaces of lower brightness are 

hese can be other structures or surfaces 
it are in shade or simple surfaces. the 
rightness of which can be controlled be- 
use they are part of the actual structure 


eing designed. 

Of course, being sure that the solar rela- 

tionships will not design 
veiling glare standpoint) the 

brightness which occurs in Nature and 


change, we can 


Irom a for 


man-built structures and surfaces 
very possible to have a site in our 
mMan-niade the central district 
Ith an orientation such that all surfaces 
ich might be reflected in the glass 


comparatively 


canyons of 
from 


viewpoints are low 
condi- 
On the other hand, we low 


Idings, vistas the length of a street, light 


htness regardless of weather 


can have 





structures in direct sunlight, all of 
if reflected in the glass can com- 
t destroy display values. Too often 
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our buildings designed without 
considering these varying brightnesses due 
to external conditions. Too often we visual- 
ize a pretty picture of a window and trust 
that it will function properly. A client may 
actually have examined a satisfactory win- 
dow treatment under one set of external 
conditions which at another time 
different conditions would prove unsatisfac- 
tory from the standpoint of visibility. 


store are 


under 





ABRAHAM & STRAUS DISPLAYS 
MAKE LOCAL NEWS 
[Continued from page 39] 

part of the display department. Completely 
equipped, it boasts four showcard machines. 

A carpenter and three assistants form a 
maintenance department. There is also an 
art department, which turns out art work 
needed in a hurry, and a property depart- 
ment, which 3,800 square feet of 
storage space given over wholly to props, 
mannequins, artificial flowers, and on. 

Most art work, as well as the more com- 
plicated props, are designed by the A. & S. 
and the specifications 
another of the many 

specializing in 
This farming out 


boasts 


So 


display department 
farmed out to 
reliable outside 
building window displays. 
of the work 
efficient and satisfactory. 

Altogether, there the 
department, and each has his own job and 
his own responsibilities. Each must pull 
his own weight so that the whole effort will 
be successful. For this 
are for the department 
Each is with 
an example of the 


one or 
companies 
has most 


construction proven 


are 32 people in 


reason, employees 


chosen with great 


care. selected toward 
future advancement. As 
the 


no displaymen are hired from outside the 


an eye 


operation of policy of advancement, 
organization. If an opening presents itself, 
the assistants into it. 

Every six months Rosenberg and Werback 


one of is moved 
hold a salary conference with store execu- 
tives, and ali salaries in the department are 
weighed against individual accomplishments. 
pay ability. 
The inescapable fact of the matter is that 
Rosenberg has welded together a team which 
works incomplete harmony. Each individual 
particular duties 
his portion of the responsibility. 
Due to the constant pressure of work... 
windows to created every week 
there is little time for departmental confer- 
ences, and these are held only infrequently. 


Raises in follow increases in 


performs his and shares 


be 


_ 
JO 


Cincinnati Company 
Is Organized 

With John K. Lamb, formerly a lieutenant- 
colonel in the Air Corps, as president, and 
Stan Holly as Cincinnati 
Sign Supplies, Inc., has been formed in the 
Ohio city at 43 Walnut The com- 
pany has purchased the four-story concrete 
that 
sign materials and supplies for the 


vice-president, 
street. 


building at address and will handle 


present, 
adding a line of display materials and equip- 


ment later. 

Holly is well known in the display field. 
\t one time he operated his own company 
in the same line of business, and later was 


with the Charles Thomas Distributing Com- 
pany and The Mevyercord Corporation, Chi- 
for some time. 


cago, 


He is an ex-vice-presi- 
dent of the Greater Cincinnati Display Club. 


















White Spun Glass 


ANGEL 


full round, 4 ft. high, entire frame spot welded. 
The wings are of white feathers, well padded 


The angel is spotted with pink 
A gold flittered wand is held in 


and _ built-up. 
Babys Breath. 
the right hand. 


IRVING KALEY 


DISPLAY CREATOR 
131 W. 23d St. New York City I 








displays, inc. 





100 charles street nye ch 3-4724 
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WEST COAST REPRESENTATIVE 
desired by one of the oldest manufacturers of 


PLASTIC DISPLAY FIXTURES 


whose products are well known throughout the entire West. 
Excellent opportunity for experienced agent with established 


trade connections. 


Address “P. L.”’ 
Care DISPLAY WORLD 








SALESMEN 


An unusual opportunity to 
represent one of America’s 
most complete lines in nation- 
ally advertised display fix- 
tures, fabrics, and accessories. 


TOP EARNINGS ON 


PROFIT - SHARING PLAN ~ 


NO INVESTMENT 


Exclusive territories; com- 
plete cooperation of live-wire 
advertising and sales promo- 


tion departments. 


Address Box “‘H. M.” 
Care of DISPLAY WORLD 


LOESER’S 


sale of used 


IMPACT 
DISPLAY MATERIAL! 


Huge Laughing Santa—Was the “mag- 


net’ for our Christmas windows! 
Plump—3 ft. wide; long—6 ft. tall in 
sitting position! He chuckles, rolls his 
stomach, slaps his thigh, opens his 
mouth in laughter, personifies glee of 
the season. Has natural-looking rub- 
ber skin! Dressed in rich red and 
white suit. Electric AC-DC motor 
just reconditioned. Made by Gardner 
Displays. Cost over $1,500. In tip-top 
shape, now only $1,000! 

UNO Boy and Girl Figurines—Papier 
mache boy and girl figures in superbly 
tailored traditional costumes of Eng- 
land, France, Russia, Belgium, China, 
and America! 12 figures, all approxi- 
mately 30” tall! Great for eye-catching 
United Nations—world solidarity dis- 
play! Cost $474. In excellent condi- 
tion, sale price $237! 

Write or phone now, attention 


MR. WALDRON 
Frederick Loeser & Co., Inc. 


Fulton at Bond Sts. Brooklyn 1, N. Y. 
TRiangle 5-8100 


SALESMEN WANTED | 


DisplaCraft Papers are the largest sell- 





ing 26 inch display papers today, because 





they are the lowest priced, have the 





greatest number of patterns, and are 





backed by the largest stock in the country, 





If you think you can sell volume busi- 





ness, please outline your qualifications in 
detail. Replies treated confidentially. 










Write to MR. L. MARCUS 
MARCUS 
Window Display Service, Inc. 






104 Lincoln Street 





Boston 11, Massachusetts 
















MANUFACTURERS AGENT 


SEEKS LINES OF STORE AND 









DISPLAY FIXTURES, MATER- 
IALS, STORE PROMOTIONAL 
ITEMS. WASHINGTON, D. C. 
AREA. 





Address “Box “R. R.” 
Care of DISPLAY WORLD 









































JOBBERS WANTED 


Enrich your Xmas selection and 
you can make a profitable busi- 
ness with our artistic, beautifully 
“Cello” 


executed novelties ... 





For Windows or Interiors 


If you wish to carry our interest- 
ing line, 


Address “‘B. C. 1” 


Care of DISPLAY WORLD 


POSITION WANTED 


Young Displayman, medium _ responsibility, 
Lettering, Construction, etc. Experienced five 
years, in Major Apparel Department Store. 
New York State Locality. 
Address “J. W.” 
Care of DISPLAY WORLD 


WANTED — Experienced Display De- 
signer, for wide range of activities, in- 
cluding point of sale displays—general 
display backgrounds. Must know con- 
struction detailing and be able to super- 
vise construction; also have active 
merchandise presentation experience. Per- 
manent connection—opportunity of be- 
coming an associate with a fast growing 
designing organization. Personal inter- 
view will be arranged. This is a Mid- 
west States opening for a capable display 
man with an eye to future development. 
Address “Box D. E. I.” 
Care of DISPLAY WORLD 































REPRESENTATIVES WANTED—Experienced. 
For distributor of fine line of wood, metal, 
lucite, papier mache display fixtures and other 
seasonal novelties Sideline basis acceptable 
State territory 


Attractive commissions payable 


Address “R. D.” 
Care of DISPLAY WORLD 


promptly. 











SWERN & CO. 
Trenton, N. J. 


will buy or rent 
10 or 16 ft. Diameter Carousel 


for 
November and December, 


1946 


JOHN SCOTT, 
Display Manager 











DISPLAY JOBBERS 


| 
| 
make ‘from 40% to 50% mark-up on out | 
gorgeous line of natural-looking 


FLOWERS and FALL FOLIAGE 
Sample assortment — $15 to $25 








Excellent proposition for Midwestern, 
Central and Western jobbers. 


Address “fA. M.” 


Care DISPLAY WORLD 
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FOR SALE 
CHRISTMAS 
DECORATIONS 
7 Life-size Angels 
Made by Staples - Smith 


10 Santa Masks. . . Full Face 
Approximately 6 ft. high 


Made by Staples - Smith 
ALL ONE-HALF PRICE 
Photos Submitted 


LOVEMAN, 
BERGER & TEITLEBAUM, 
Inc. 


Nashville 3, Tenn. 


DISPLAY MAN WANTED 
Capable of creating nice windows for 
Men’s Store. One who is willing to sell 
in spare time. 

Address “FINHILL’S” 
950 Quarrier St. Charleston, W. Va. 











REPRESENTATIVES WANTED 


One of the largest display fixture and novelty 
sales organizations in this country is now able 
to expand its sales organization. There is a 
splendid opportunity for several high-grade am- 
bitious men to represent us in their territories. 

These men must be thoroughly acquainted 
with display fixtures and display novelties and 
must know their area very well. The compen- 
sation is dependent upon the energy of the 
applicant and his willingness to travel. 

In writing to us please give us as much 
information about yourself as you can, and 
enclose a snapshot. Our organization knows of 
this ad, and all inquiries will be held in the 
strictest confidence. 


ADDRESS “Z. F.” 
Care of DISPLAY WORLD 








CORRESPONDENCE INSTRUCTION—In Win- 
dow Display, Advertising and Card Writing. 
In continuous operation for nearly 40 years with 
over 20,000 graduates in nearly every country in 
the world, New graphic instruction and new 
short courses now available at special prices. 
Write for catalog. THE KOESTER SCHOOL, 
300 W. Adams St., Chicago, Il. 











COMBINATION DISPLAY 
AND ADVERTISING MAN 


Urgently in need of capable man, alert, 
progressive, capable, original. Must have 
good experience and record. No bluffers. 
Popular 
priced store. Full particulars and refer- 
ences in first letter. Salary $65.00 to 
$75.00 per week, depending on ability. 
A. Sackim Company 


Iron Mountain, Michigan 


Firm established 53 years. 


Now! Make Signs in Six Months! 
Daily Practice—Simplified Funda- 

mentals ae .. .$1.00 
How to Make: Artificial Flowers, Show 
Card Boards, Snow Branches, Substitute 
Glass, Palm Trees, Plants, Colored 
Stones and Pebbles, Cut Grass, Xmas 
Boxes re tans we vecviccs « sQiOrGas 
Leg make up, cola formulas, resilver 
your fixtures, rubber balloon secret, papier 
mache, plaster in half relief.....$2.00ea. 
For Sale: Back numbers of DISPLAY 
WORLD and Merchants Record. 


G. JENTSEN 


Box 252 West New York, N. J. 











Home Study 
“LESSONS IN WINDOW DISPLAY” 


A low priced, practical and up-to-date course 
covering all phases of the subject. Of value to 
the experienced trimmer as well as the begin- 
ner. Over 500 pages with 1,000 sketches to show 
you how. Write for circulars. 

WILL H. BATES, Box 101, Ellsworth, Ill. 








DISPLAY AND ADVERTISING MAN 
DESIRES CHANGE 
25 years experience in men’s and boys’ apparel, 
also. shoes, luggage and = sports equipment. 
Koester School graduate. Prefer New England 
but would consider New York State. 
Address “Box G. R.” 
Care of DISPLAY WORLD 








SALESMAN WANTED 


To take on additional papier mache line for 
Fall and Christmas. Commission basis. Write 
us regarding territory covered. 


Address “J. G.” 
Care of DISPLAY WORLD 








FOR RESALE 
GIANT SIZE SANTA HEAD 


Good condition. Sculptured deep bas-relief papier 
mache, 60” high, 42” wide, and 12” deep. Six 
colors. Original price $87.50. Now $35.00. 


LYNDEN DEPT. STORES, INC. 
Lynden, Wash. 











JOBBERS and SALESMAN WANTED! 
nufacturer of unique line of plastic interior 
| window display fixtures desires to be repre- 
ted by jobbers or salesman. Exclusive 
ritory. Excellent proposition. 

PLASTIC CREATIONS MFG. CO. 
South Pulaski Road Chicago 24, Ill. 





WANTED 


Combination Display and Advertising 
Man 

Experienced in Men’s Wear. Per- 

manent position. State age and ex- 

perience in first letter. Address 

letter to: 


N. BERNSTEIN 
C/O M. LEVY CO. 
Box 297, Shreveport, La. 








NEW LINES WANTED 
tario, Canada, display firm desires new Fall 
Xmas lines. Only exclusive representation 
sidered for this locality. 
Address *“D. M.” 
Care of DISPLAY WORLD 














POSITION WANTED 
Manager Men’s - Boys’ Wear Store, or 
Department Displayman. Married. A 
quality man. Prefer small city. Write— 

Address “L. R.” 
Care of DISPLAY WORLD 





EXPERIENCED 
Visual 


Merchandisers 


Opportunity Unlimited With 


OWL 
LIGGETT SONTAG 
DRUGS 


THE WORLD’S LARGEST 
DRUG COMPANY 


One of the world’s most display 


minded organizations needs: 


1. National Director—Window 
Displays 


Chain store experience (any field) 


2. Displaymen —Window and 
interior 
For our Liggett-Owl-Sontag retail 


divisions. 


3. Free Lance Displaymen 
(A new plan) 
To operate as private display con- 
tractors exclusively with concentrated 
groups of our 10,000 Rexall agency 


stores in areas. throughout the 


United States. 


THE UNITED REXALL 
DRUG COMPANY... 


1. Sells plan through our 
sales organization. 


2. Develops territories and 
places displaymen. 


3: Gives training in our plan 
of display. 


4. Provides display material. 


5. Directs the operation. 


Give usual full particulars and state in 
application which of the above categories 
you are interested in and address to 


G. G. FERO, Manager, 


DISPLAY DEPARTMENT 


United Rexall Drug 


Company 
314 W. Sixth Street 
Los Angeles 14, California 
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Display Manager 
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Display’s Great Monthly Digest 


SERVICE 
BUREAU 


The DISPLAY WORLD Service Bureau will 
be glad to supply the latest authentic informa- 
tion about anything in the display line in 
which yeu are interested. If you do not find 
your needs listed on this blank, write a sepa- 
rate letter. If we de not have the information 
you want on file, we'll find out for you. Avail 
yourself of our service facilities without cost 
or obligation. This service includes an analysis 
of any display problem. 


O Air Brushes 

|) Airpainting Equipment 
{) Animated Signs 
Artificial Flowers 
Artificial Snow 
Backgrounds 
Background Colors 
Background Coverings 
Brushes and Pens 
Card & Mat Board 

() Cardwriters’ Materials 
Color Lighting 

{_} Composition Pieces 

(] Crepe Papers 

Cut-out Letters 
Cutting Machines 

] Decalcomania 

] Decorative Papers 
Display Forms 

Display Furniture 
Display Letters 
Display Racks 

} Drawing Boards 

Dye, Rug and Carpet 
Enlarging Projectors 
Fabrics and Trimmings 
Fixtures 

(] Flags and Banners 
C) Foils 

{) Glass Specialties 
[] Grass Mats 

() Hosiery & Shoe Forms 
[)] Invisible Glass 
() Lithographed Displays 
[] Mannequins 

{] Metal Sheets 

[] Millinery Heads 
[] Motion Displays 
f 
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{|} Motion Mechanisms 
] Mouldings 
} Natural Foliage 
] Pageants & Exhibits 
Paper Sculpture Displays 
] Papier Mache Specialties 
(] Photographic Blowups 
] Plaques (Window) 


] Sale Banners 

] Show Card Colors 
] Show Cards 

] Show Case Lighting 
] Show Cases 

] Store Designing 

) Socks—Window 

] Store Equipment 

) Signs—Brass—Bronze 

] Signs—Card Holders 
C) Signs—Electric 

Sign Printing Machines 
[) Sleeve Forms 
[] Store Fronts 
Tackers 

] Time Switches 

] Turntables 
Veneers (Imitation) 
Wall Board 
Wigs 

{] Window Lighting 
you wish a copy of their catalogue? 
you plan to remodel your store soon? 
you plan to build a store soon? 


MAIL TO 


DISPLAY WORLD 


CINCINNATI, OHIO 


100 
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YOUR CHRISTMAS 
DISPLAYS ARE 


READY 


TO HELP YOU INCREASE SALES!!! 


Darling’s comprehensive line was the talk of Market Week... Here are 5 of 
34 Christmas items which are shown in a circular just issued. Write today 
for illustrations and prices of Christmas displays. It’s not too late if you 
don’t delay...Write also for our new metal Catalog 180 and Catalog 185 
of new composition and papier-mache items. 

L.A. DARLING COMPANY, BRONSON, MICHIGAN 


NEW YORK DISPLAY ROOMS and EXPORT DIV., 47 W. 34th * CHICAGO DISPLAY 222 W. ADAMS 





Not a creature was Stirring, 
nol even a mouse; 


FAS LIE 9:\ 6 
DISTRIBUTOR 


in all Principal Cities, you will find 
the Darling Displays Distributor the 
lependable source for everything 


ou need in display equipment. 





SHERWIN-WILLIAMS 


DISPLAY GUIDE §|§ 9 ©&.&»- ~ 3 Quali-Craft Distribut 


READY FOR | ees ee ~~ Your Headquarters for ¢ 
DISTRIBUTION =: Sign and Display ne 


This new Quali-Craft Display Guide Yaa : : Sherwin-Williams Graphic Arts Finishes cover the 

7 } range of sign and display requirements—Show Cards=8 
»* | Screen—Bulletin Colors or Deca-Sene Toner Colors. 
Materials—and it’s yours for the ask- f Roy ever your need you'll find it in the Sherwin-Williams 
ing. No display man can afford to Le of Graphic Arts Finishes, plus a full line of brushes, medi 
, f 4 thinners, etc. One stop for all your sign and display # 


is a veritable encyclopedia of Display 


be without it. 





Its profusely illustrated pages show 
and describe 1,001 items collected 
from every imaginable source to give 
you 1,000,001 ideas. 

A request on your letterhead is all 
it costs. Write now, as all requests 
will be filled in the order in which 
they are received. So don’t delay, as 
quantities are necessarily limited. 


RAPHIC ARTS FINISHES AND DISPLAY MATERIALS . 


107 PROSPECT AVENUE «+ CLEVELAND 1. OHIO 





